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Editorial 01/2015

Vazeni (itatelia,

¢lenovia Eurdpskej Akadémie Manaz-
mentu, Marketingu a Médii si vam
dovoluju predstavit tretie vydanie ve-
decko-odborného, recenzovaného a
multidisciplindrne zameraného casopi-
su, ktorého poslanim je prostrednictvom
prispevkov renomovanych odbornikov
z domaceho aj zahrani¢ného prostredia,
podnecovat inspirativny akademicky
dialég a zvySovat tak droven poznatkov
v oblasti manazmentu, marketingu a mé-
dii, v ramci spolo¢ensko-humanitnych
vednych disciplin.

Prispevky publikované v tomto vyda-
ni sa venuju réznorodym témam. Ukra-
jinskd autorka T. Alieksieienko nas uva-
dza do problematiky konceptualizicie
socialnej pedagogiky ako novej oblasti
integrovanych znalosti, v ktorej prezen-
tuje koncepty moderného domdceho
vzdeldvania v tejto sfére. Oblasti nekro-
marketingu sa dlhodobo venuje Lukasz
P. Wojciechowski, ktory nas vo svojej
studii oboznamuje s rozliénymi pristup-
mi vo vyuzivani tematiky smrti na mar-
ketingové tcely v internetovom priestore.
Katarina Fichnova ako medzindrodne
uznavana odbornicka v oblasti psycho-
logie tvorivosti sa vo svojom prispevku
zaobera chdpanim kreativity ako kapitalu
azaroven produk¢ného potencidlu v ram-
ci komunikaénych a reklamnych agentur.
V realizovanom prieskume zistuje rozsah,
v akom st tvorivé schopnosti vyzadované
praxou od uchadzac¢ov na pozicie v oblasti
komunikdcie a reklamy. Tieto zistenia za-
roven konfrontuje s inymi pozadovanymi
schopnostami a kompetenciami. Autori
Petro Husak a Tetyana Martynyuk ana-
lyzuju stratégie zvladania v $pecifickych

situdciach spojenych s uzivanim psycho-
-aktivnych latok a naslednou prevenciou
sexudlne rizikového spravania. Popisuju
mechanizmy, pri ktorych vystavenie sa
stresu moze viest k narastu uzivania drog
a zvadSeniu rizika recidivy. Tieto mode-
ly st podla autorov v doterajsej literati-
re nedostatoéne zdoraznované. Prispe-
vok polskej autorky Sylwie Turzanskej,
ktory rie$i otazku etiky v teérii a praxi
zurnalistickej profesie, si kladie zasadna
otazku, ¢i je potrebné a mozné vytvarat
v tejto profesii eticky kodex, ktory by bol
akceptovany i samotnymi Zurnalistami.
Autorka uvadza pravne tpravy a kodex
platny v Polskej republike, upozoriuje
na nesudrzny postoj zo strany novinarov
a vydavatelov k tejto otdzke a navrhuje
mozné vychodiska z tejto situacie.

Stcastou vydania je i recenzia vysoko-
$kolskej ucebnice ,,Propaga¢né prostried-
ky v marketingovej komunikacii - Text*
od autorov Peter Szabo a Tatiana Deptova
(2015), ktort vytvorila Lucia Spalova.

Verime, Ze prispevky tychto domacich
i zahrani¢nych autorit, predstavujice pri-
enik masmedialnych $tudii, marketingo-
vej komunikacie, psycholdgie, pedagogi-
ky, socioldgie a dalsich vednych odborov,
vam umoznia nadobudnut kvalitny a $i-
roky rozsah informacii v najsirsich spolo-
¢enskych vztahoch.

Casopis je Citatelom dostupny v prin-
tovej a elektronickej podobe, v dvoch ja-
zykovych variaciach,

v anglickom a slovenskom jazyku.

Edita Strbové



Editorial 01/2015

Dear readers,

members of the European Academy of
Management, Marketing and Media are
pleased to present the third edition of the
scientific, expert reviewed and multidis-
ciplinary oriented journal, whose missi-
on is through the contributions of leading
experts from domestic and foreign envi-
ronment, stimulate inspiring academic
dialogue and thereby increase the level
of knowledge in management, marketing
and media in the context of social and
humanities disciplines.

The contributions published in this issue
are dedicated to diverse topics. Ukrainian
author T. Alieksieienko introduces us to
the issue of conceptualization of soci-
al pedagogy as a new field of integrated
knowledge, which presents modern con-
cepts of domestic education in this area.
The specific field of necro-marketing has
been dealed by Lukasz P. Wojciechowski,
who introduces us in his study with the
different approaches in the use of the
death theme for marketing purposes in
the Internet space. Katarina Fichnova as
an internationally recognized expert in
the psychology of creativity deals in her
article with the understanding of creati-
vity as capital, while production capacity
in the communications and advertising
agencies. The realized survey finds the
extent to which the practice requires the
creative skills from candidates for posi-
tions in the field of communication and
advertising. These findings also confronts
with other required skills and competen-
cies. Author Petr Husak and Tetyana Mar-
tynyuk are analyzing coping strategies in
specific situations associated with the use
of psycho-active substances and subse-

quent prevention of sexual risk behavior.
A description of arrangements in which
exposure to stress can lead to increased
drug use and an increased risk of relap-
se. These models are by authors in the
literature hitherto underexposed. Polish
author Sylwia Turzanski, which addresses
the issue of ethics in theory and practice
of journalistic profession itself asks the
fundamental question of whether it is
necessary and possible to create in this
profession code of conduct that would be
accepted by journalists themselves. The
author presents legal regulations and the
Code valid in Poland, points out incohe-
rent attitude on the part of journalists and
publishers on this issue and suggests po-
ssible ways out of this situation.

Part of this issue is also a review of the
textbook “Advertising Media in Mar-
keting Communication - Text” whose
authors are Peter Szabo and Tatiana Dep-
tova (2015), created by Lucia Spalova.

We believe that the contributions of
these domestic and foreign authors, re-
presenting a penetration of mass media
studies, marketing communication, psy-
chology, pedagogy, sociology and other
disciplines, enable you to acquire a quali-
ty and a wide range of information in the
widest social relations.

The journal is available to readers in
print and electronic form, in two lan-
guage variations, in English and Slovak
language.

Edita Strbova
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KONCEPTUALIZACIA AKO METODOLOGIA VYSKUMU
SOCIO-PEDAGOGICKYCH ZAKLADOV MODERNEHO
RODINNEHO VZDELAVANIA

CONCEPTUALIZATION AS A METHODOLOGY OF
RESEARCH OF SOCIO-PEDAGOGICAL BASES OF
MODERN FAMILY EDUCATION

Tetyana Alieksieienko

Abstract

In the article the attempt of comprehension of problem of conceptualizing is done in
her basic categories and essence descriptions, worked out from position of different
sciences and strategic tasks to development of theory and methodology of social peda-
gogics as new industry of the integrated knowledge, in that already the accumulation
of empiric information took place from the different socialpedagogical issues of the
day, that needs higher level of generalization. The concepts of socialpedagogical basis
of modern domestic education are presented.

Key words

conceptualization, concept, ontology, operationalization, social pedagogy

The development of modern science
in various branches of knowledge,
research and description of cognitive
activities processes is accompanied
by using analytical techniques and
procedures aimed at the comprehen-
sion and interpretation of empirical
information, its appearance in con-
cepts, conceptual systems, categorical
and terminology.

Conceptualization is defined as the
process of comprehension and in-
terpretation of knowledge aimed at
developing new starting positions in
the understanding of phenomena and
their study, profound complex ana-

lysis of categorical, terminology and
functional aspects of the subject of re-
search or a field of knowledge (Shelov,
1995). This process is a certain form
of structuring scientific knowledge,
a special kind of theoretical analysis
and generalization.

As scientific analysis shows, the
problem of conceptualization is con-
sidered in different directions. It is
presented in the thesis on philosophy,
philology, psychology in a most de-
gree, and in some researches on pe-
dagogy. It is revealed in the context of
theoretical and methodological bases
of research (Medvedyev), changes in
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scientific paradigms in the conceptu-
alization of the phenomenon of ,,mass
culture® (Avramov), foundations of
equality and justice in civil society
in transition (Muhammedova), mea-
ning of social action (Lytvynov), soci-
al ontology of persons (Aleksyeyeva),
gender worldview (Orionova), social
reality (Leontyeva), semiotic measure
of socio-cultural environment (Do-
bychyna), phenomenon of suffering
in the history of culture (Bardykova),
virtual reality (Sayapin), religiousness
in modern fundamentalism (Kildy-
asheva), on the concept of ,,gender®
(Pryma), on the concept of ,,conflict®
(Barayeva), interpersonal relations in
Russian and English linguistic cons-
ciousness (Tarasova), phenomenon
of alienation in Russian and German
ethno concept (Zatsepina), image of
the family in the lingual picture of the
world (Dobrovolska), teaching expe-
rience (Filipova), the inner world of a
man (Verteleva), Ukrainian concepts
on humanistic and humanitarian
education (Usatenko), methodolo-
gical concept of drama study in the
upper school (Ivahnenko) and others.
However, the other scientific sources
present the conceptualization insu-
fliciently. It is almost non-existent in
social pedagogy, although the empiri-
cal knowledge has been already accu-
mulated and it requires to be concep-
tually understood. It is possible to
consider both insufficiency of disse-
mination of the concept at the scien-
tific treatment and difficulties at the

methodological level of processing
knowledge and its representation on
a new level. This article attempts to
reveal the essence and content of con-
ceptualization and its potential in the
development of the social pedagogy
theory. Its purpose and objectives are
determined by the mentioned aim.

As an analysis of literary sources
certifies this concept is introduced
into the scientific field, into the litera-
ture references and Internet sources,
contains several similar interpretati-
ons, which in general can be repre-
sented as follows.

Conceptualization (from lat. -
Conceptus) is the process of compre-
hension the obtained data and deve-
lopment of new concepts, conceptual
schemes or conceptual systems; the
procedure of introduction of ontolo-
gical conceptions in an accumulated
array of empirical data; it is the pri-
mary theoretical form, which provi-
des a theoretical structuring of mate-
rial; a scheme of concepts correlation,
that represent the possible tendencies
on the reference field objects changes
and create possibilities to develop-
ment the new hypotheses in relation
to their intercommunication; a way
of thinking that allows you to move
from collected research material and
primary theoretical concepts to more
complex and more general (abstract)
constructs that reflect on the level
of the certain approval a complete
,picture’ of the phenomenon. It is a
process of creating a concept and its
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representation; providing a theore-
tical definition of words and thereby
converting them into concepts; a pro-
cess of deriving the concepts out of
observation and formulating the ge-
neral statements (lib.socio.msu.ru/l/
library; www.lib-mobile.com/).

On the basis of such a generalized
definition we can conclude that in the
term “conceptualization” there are
two following basic approaches:

The 1st approach is a general one.
According to this approach concep-
tualization is regarded as one of the
major processes of cognitive activity;
process of creation the conceptual
model of research (Kubrjakova, De-
myankov, 1997).

The 2nd approach is a specific one.
According to this approach concep-
tualization is regarded as ability to
transition from empirical description
of the phenomenon to its coherent
explanation as “holistic knowledge”
(Razumovskiy, 1990).

So basically conceptualization re-
fers to the process of systematizati-
on and structuring of accumulated
knowledge about the evolution of va-
rious phenomena in verbalized form,
interpretation of the images and asso-
ciations they evoke.

In general, the various definitions
reveal the essence of the process of
conceptualization as a manifestation
of the essential, which is manifested
in the totality of its causal and ob-
ject-subject relations with the other
processes. Philosopher V. Solovyov

confirms this thesis by following sta-
tement: to understand the meaning
of a certain reality or a fact means to
understand it in relation to the others
in their unity (Solovyov, 1999).

The purpose of conceptualizing
is setting the idea of the level of
knowledge organization, identifying
the universe of possible ways current-
ly working on a theoretical level, pro-
viding justification for internal com-
munication concepts and constructs
of a given scheme, offering a vision of
the subject field in the research mode
and projecting the researcher motion
vector in obtaining and organizing
knowledge, and in its summarizing
(abstraction). O. Kubryakova aptly
expressed the following idea: con-
ceptualization should be regarded as
a ,living process of generating the
meaning“ (Kubrjakova, Demyankov,
1997, 5. 93).

The experience of researches shows
that objective reality is conceptuali-
zed as a step-by-step process. These
universal steps in scientific work are
the following:

- Objectification of research sub-
ject i.e. the emergence of the idea
(concept) on aspects of its com-
prehension;

- Accumulation of information and
its differentiation;

- Structuring schemes;

- Comprehension of information
in its concept form; its reconsi-
deration and generation of new
meanings.
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From the defined steps it becomes
clear that the information takes a sig-
nificant part in scientific study. This
process is a certain form of structu-
ring scientific knowledge.

Concept (lat. conceptus is main-
tenance of concept, semantic value,
idea, presentation) by its very nature
is a reflection of reality in the human
mind and repletion it with creative
sense, interpretation in the context
of a particular innovative ideas (En-
cyclopedia of Sociology, 2009). This
concept was recorded in the Ency-
clopedia of Culture and had been
already used in ancient times in the
context of such values as “accumu-
lation, conception, birth, fruit” and
became one of the basic concepts of
conceptualism as an art trend of the
second half of 20th century. Eventu-
ally it was moved to the other areas
of knowledge, however, the essence
of the concept has not been changed
but it was filled up with new relevant
content (Kuznetsov, 1998).

Concepts can be both of a higher
level of generalization (e.g. in the
field of philosophy and sociology),
and establishing the level of narrowly
defined problem field (Karasik, et. al.,
2005).

In verbalized form they act as thin-
king sociocultural formation of hu-
man consciousness and consequently
national and cultural ones. National
cultural characteristics and differen-
ces are represented both on language

10

group representatives and certain
nation mental and verbal level. The
results of human experience are con-
centrated in concepts as multidimen-
sional mental formations. Concept in
philosophy and linguistics, in fact, is
revealed as the content of the concept,
the semantic meaning of the name
(sign). According to L. Aksyutenkova
(2011) description of the concept is a
special procedures study of interpre-
tation of the value of its name, its in-
vestigation procedure interpretation
(Aksyutenkova, Poniatiynyi, 2011).
Le. according to our understanding
it reveals itself via terms, values, their
relationships and essential characteri-
stics.

Lexical-semantic proximity of terms
and notions ,,concept® and ,,concep-
tualization” predetermine the neces-
sity of research of their relationship,
roles and functions in relation to each
other (Razumovskiy, 1990).

Linguistic studies prove the existing
correlation of the terms and draw the
conclusion that the term “concept”
clearly conveys the language model
conceptualization and specificity the
particular phenomenon (Zhabotin-
skaya, 1997; Zalevskaja, 2001; Pryk-
hodko, 2008). The words ,,concept®
and “notion” are identical according
to their structural form. “Concep-
tus” is translated from Latin as ,,be-
ginning®. The word ,,poniatiye“ (noti-
on) is the ancient Russian origin and
means ,,seize, take ownership® But in
scientific speech they are hardly used
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as synonyms. ,,Concept“ and “notion”
are terms of different sciences. ,,Con-
cept“ is used mainly in logic and phi-
losophy, while the “notion” is rooted
in linguistics, psychology and culture,
recently started to be used in educati-
on. N.Boldyrev noted that the “noti-
on” reflects the most common, signi-
ficant (logically constructed) features
of an object or phenomenon, and the
“concept” can display one or more of
any, not necessarily significant featu-
res of the object (Boldyrev, 2000, s.
24) and is used very rarely. A signifi-
cant shift in the methodological prin-
ciples and objects of research requires
their clear delimitation (Vorkachev,
2005, Popova, 2001).

Works of such scholars as M. Bol-
dyryeva, L. Buyanova, S.Vorkachova,
V. Danilenko, L. Donets, V. Zhuk,
D. Lott, A. Moiseev, I. Kobozeva, D.
Solhanik, L. Cherneyko, A. Reforma-
torskyi and the others are devoted to
justifying this position in its various
aspects. They proved that the multi-
ple descriptions and definitions are
displayed in the list of generic (fami-
ly) concepts by means of which a ver-
bal complex, a special concept and a
function are mainly determined.

Scientific literature reveals the fo-
llowing fact: there are about 2,000
thousand interpretations of the word
~term® It testifies the complexity of
developing a universal definition of
this notion, as terms are the special
words limited by their own special
purpose and function. Their function
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is to determine the strictly defined
concepts in a particular scientific area.
In the context of the case the problem
of mixing terms has been actualized.
These terms are social pedagogy and
social work, ,,social work® and ,,soci-
al services etc. It should emphasize
again that the terms cannot exist se-
parately from the concepts, so they
form semantic paradigm correlated
with specific concepts in concrete
terms. So that they cannot exist wit-
hout definitions, verbal determinati-
ons or explanations fixed as a results
of scientific analysis of the defined
notion in a certain thematic field.
They perpetuate their place among
the other concepts (Shelov, 1995).
The development of scientific
knowledge as such (in different di-
rections) shows that in course of
time new definitions become terms,
their meaning becomes specialized
and limited to the new functioning
scientific sphere. This process is well-
-evident in the case of definitions that
are formulated and introduced into
scientific circulation in relation to the
basic concepts of different research
issues including social and educatio-
nal. But in this case we can talk about
the terms that are introduced into the
social pedagogy from other sciences,
in particular from social psycho-
logy. Now they form the basis of its
categorical apparatus. The process of
knowledge integration is objectively
represented herein because it is alrea-
dy obvious, that virtually none of the
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branches of knowledge, especially the
humanitarian may claim absolute au-
tonomy, and consequently it may not
claim the autonomy of the concepts.
However, their use should be appro-
priate to the essential characteristics
of a phenomenon.

In the process of conceptual proce-
dures a considerable role is taken to
ontology and to operationalizing re-
garding it as the main component of
the notion of conceptualization.

Ontology is the specification of
conceptualization, where conceptu-
alization is a description of a set of
objects and relationships between
them. Basic concepts of ontology are
the following: genesis and its forms,
structure, properties, space, time,
motion. Thus the main subject of the
ontology is the essence of various
phenomena, processes and things,
which reveals in all kinds of reali-
ty regarding the material and spiri-
tual world and interpreted through
human existence. (Ontology - from
Greek ontos, on - essence, logos -
studies). This term was proposed by
philosopher R.Hoklenius in his Phi-
losophical Dictionary in 1613. Later
in 1656 it was specified by I. Klauberg
in the context of metaphysics and fi-
xed by H. Wolff in the context of the
semantics of the terms “ontology”
and “metaphysics”(Dictionary on the
History of Psychology, 2007).

Operationalization is interpreted
as empiric interpretation of concepts
and as “a set of tools to identify the

12

essential features of the phenome-
non” (V. Abushenko, 1999, 487). In
the course of operationalization the
accessible observable and measurab-
le attributes of objects are fixed and
defined by their characteristics. Due
to operationalization specification of
knowledge and explication of its con-
tent are provided (Newest philoso-
phical dictionary, 1999).

Thus, the level of socio-pedagogi-
cal knowledge provides holistic study,
comprehension of social-pedagogical
situation in its various manifestations
and interpretation in causal effect,
object-subject relations, its descrip-
tion in terms of social pedagogy and
the most essential characteristics.

According to the opinion of ex-
perts (such as Molchanova, 2010)
the integral quality of accumulated
knowledge (information) is the basis
of the successful implementation of
conceptual procedures and providing
the quality of conceptual product
(Molchanova, 2010). For today such
accumulation of knowledge on the
situation of vulnerable children and
families, their educational and social
support, on the educational potential
of the different educational environ-
ment, on the professional training of
social teachers and social workers,
on social-pedagogical methods and
techniques, on social and educational
work in the community etc. has alrea-
dy taken place.

Conclusions
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Implementation of such conceptu-
al treatments demands a high level of
the researchers’ professionalism, their
ability to overcome the stereotypes by
means of reconsideration of the peda-
gogical phenomena based on social-
-pedagogical knowledge paradigm.

In our view, this methodological
approach can be used in the research
of family education in various aspects
of its development, which have been
confirmed in practical experience.
The author attempted to construct a
conceptual model of the modern fa-
mily education, given the aforementi-
oned methodological position, which
combines axiological, philosophical
and anthropological, psychological,
educational, social, legal, gender and
subcultural concepts. We analyze the
concept, given the chosen research
problem - family education and spe-
cificity of social pedagogy as basic
concepts and terms, which is the main
result and a means of conceptualizing
social and pedagogical foundations of
family education, as well as a way of
conceptualizing a coherent picture of
modern family life education as a so-
cial and educational events. The pur-
pose of building such a model - set
the universe of possible ways current-
ly working on a theoretical level and
provide justification for internal com-
munication concepts and constructs
of a given circuit, a vision of the ob-
jective of the field work in a research
mode, and set the idea of the level of
knowledge of the social and educatio-
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nal foundations of modern family life
education. Conceptual schema spe-
cifies a theoretical understanding of
the integrity of the object, it supports
systematic understanding of it in re-
search procedures, keeps the seman-
tic unity of design. It can be defined
as a set of hypotheses and propositi-
ons (assumptions) about the nature
of the objects presented in separate
concepts. These concepts are built on
theoretical findings and conclusions
of the study of experimental data,
that reflect current trends and depen-
dence (laws) in varied interaction of
family education, based on a system
of relevant concepts, including for the
first time introduced into scientific
circulation the author of this article.
Here we see the future prospects of
the theory and methodology of social

pedagogy.
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NEKROMARKETING A INTERNET- POTENCIALNA /
REALNA / PREDSTIERANA SMRT

NECROMARKETING AND INTERNET- POTENTIAL / REAL /
ALLEGEDLY DEATH

Lukasz P. Wojciechowski

Abstrakt

Masovy nastup internetu ponuka moznosti pre véetky oblasti Zivota (aj smrti). Rov-
nocenne, téma smrti a tmrtia nachadza svoj priestor na internete, ked plne cerpd
z jeho moznosti. Poukazujeme na tri priklady, s ktorymi sa mozeme stretnut, a ktoré
reprezentuju odli$ne pristupy. Prvym z nich je virtudlna sluzba umoziujtca pripadne
informovat o nasej smrti - ako ista forma nekrolégu. Druhym prikladom st virtualne
cintoriny, kde sa jedna uz o redlne imrtia a pozostali moézu vytvorit zosnulym memo-
riél. Posledny priklad spaja predchddzajuce dva. Digitalne, pre socidlne siete za penia-
ze oZivuje este Zivé celebrity v ramci kampane pomoci nakazenym HIV.

Abstract

The mass invasion of the Internet offers possibilities for all areas of life (and death as
well). Similarly, the topic of the death is founding its own place on the Internet, whe-
re it fully embraces its possibilities. In this paper we point out to three examples we
can encounter and which represent different approaches. Firstly, it is a virtual service
informing about one s decease in a form similar to necrology. Second example con-
cerns virtual cemeteries where we deal with real deceases and surviving relatives can
create a memorial. The last example connects the aforementioned. Digitally, still alive
celebrities are ,,brought to life“ through social networks as a part of campaign helping
people with HIV.

Klacové slova
nekromarketing, marketing, internet

Key words
necromarketing, marketing, internet

Uvod an, 2000) sa ukazuje, Ze priemerny

Ameri¢an skonzumuje priblizne 34

Zivy organizmus akym je v urci- gigabajtov informécif a 100 tisic slov
tom zmysle internet, pontka a pri- denne, o je tri krat viac ako v 80-tych
nasa kazdodenne kvantd informadcii rokoch. Zaroven sa ukazalo, Ze v rov-
v obrazovej, zvukovej ¢i pisanej for- nakom case bola najviac preferovana
me. Podla vyskumu (Lyman, Vari- televizia (41%) a aZ na druhom mieste
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je internet (16 %). V roku 2012 sa ob-
jem informacii zvysil priblizne dvoj-
nasobne na 63 gigabajtov a odhaduje
sa, ze v roku 2015 velkost dat bude v
priemere priblizne 74 gigabajtov za
den na osobu (Short, 2013). Spolu s
narastom obsahu dat sa zvysuje aj
dostupnost, spektrum tém a prezen-
tované oblasti, medzi ktorymi ndjde-
me aj priklady prezentovania, vyuzi-
vania, zobrazovania, parafrdzovania,
adaptovania, poskytovania a pod.
ako objektov, obrazov, sluzieb, ale i
idei spojenych so smrtou, nestastim
¢i tragédiou. Aj ked ich zastupenie
nie je tak dominantné, ako by sme sa
mohli domnievat (Zawila, 2006), su
velmi ¢asto vyraznym prvkom bul-
varnej tlace (Kurowski, Losa-Jonc-
zyk, 2013). St vyuzivané ¢i zneuziva-
né pre svoju paradoxnost — rovnako
ako cloveka desia, tak ho i pritahuju
(Walter, Littlewood, Pickering, 1995;
Olchowska-Kotala, 1998; Fichnovj,
Satkova, 2007; Hanush, 2008; Tom-
czyk, Kopecky, v tlaci). Odzrkadluju
to, co Heidegger hovori o Zivote ako
o pobyte (dasein), ktory je bytim k
smrti. V tom si uvedomujeme svoju
konecnost, ale i hodnotu Zivota (Hei-
degger, 1993). Pobyt na svete je per-
manentnou starostou, umiestnenou v
materialnej realite, kde sa zaujimame
o nase potreby a sposob bytia. Nase
bytie je ako rozvrh medzi narodenim
a smrtou. NasSe bytie je vlastne bytim
k smrti a z toho vyplyvajicou anxie-
tou, ktora nam dokaze poskytnut re-
verzny pocit extazy. To mozu poskyt-
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nat aj predmety, situacie, ktoré maju
vlastného bytia. Uspesne ndm to pri-
pominaju marketingové praktiky a
najméd produkty, ktoré prezentuju.
Skuto¢nosti, ktoré je mozné klasifi-
kovat ako nekromarketing, daleko
predchadzaju pojmu. Reakciou na
vytvaranie novych druhov marketin-
gu, ktoré operuju s definitivou nasej
existencie a zastre$uju ju v podobe
marketingovych postupov, je termin
nekromarketing, ktory vznikol za-
¢iatkom roku 2009 (Wojciechowski,
2010) ako reflexia obklopujuicej sku-
to¢nosti, ktord sa Casto spdjala s mar-
ketingovymi praktikami a aspektom
smrti ¢i tragédie, ktora od istej ta-
buizacie prechadza k jej etablovaniu
a ocarovaniu za ucelom zvyS$enia
pozornosti recipienta pri propagacii,
pripominajic jeho smrtelnost. Spa-
ja sa to s presvedéenim, ktoré vyja-
dril Bauman nasledovne: ,Vedomie
o nevyhnutnosti smrti rodi tuzbu za
veénym zivotom, a td je zase schopna
dat vyznam najviac éterickej medzi
chvilami ... zivot vdaci za svoju hod-
notu smrti.“ (Bauman, 1998, s. 112),
prezentovanie smrti ziskava tak do-
vod pritomnosti na principe silného
kontrastu. Clovek ako stiéast sveta si
uvedomuje okrem svojej existencie
aj svoju konecénost pocitujuc uzko-
st, osamelost v okamihu smrti. Bytie
je tak casovo obmedzené, ¢im vel-
mi zvy$uje jeho hodnotu a preto sa
snazime v c¢asovo limitovanom byti
vyuzit ho v maximalnej miere (Hei-
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degger, 1993). Na to apeluje impli-
citne a explicitne aj marketing spolu
s reklamou a preto nekromarketing
predstavuje ,druh marketingu, kto-
ry vyuziva vSeobecne zname marke-
tingové pravidla a techniky, s cielom
vyvolania vymeny, ktora uspokoji
poziadavky jednotlivcov, organizacii
a obracia sa smerom k situdcidm a
predmetom, ktoré su explicitne alebo
implicitne spojené so smrtou alebo
parazituju na smrti a tragédii“ (Woj-
ciechowski, 2010, s. 86). Moznost ich
Ciastkovej identifikacie siaha do his-
torickych dob, kedy sa pochovavanie
a s nim suvisiace predmety a ukony
stali predmetom vymenného obcho-
du aj v duchu habeo ergo sum (Wa-
lotek-Scianska, 2013), ktory sa spa-
jal aj s krestanskym nabozenstvom a
relikviami (¢astami odevu alebo tela
mrtvych) svitych, ktorych produkcia
a pocet hranicil s klonovanim dal-
$ich kompletnych tiel. V stvislosti s
nabozenstvom a nekromarketingom
sa stretavame pri predaji najroznej-
$ich suvenirov, pamiatok, pomocok
a inych podobnych predmetov stvi-
siacich s nabozenstvom a vykonava-
nim ritudlov. Najnov$im prikladom
je plan knizne vydat, napriek ne-
sthlasu vyjadrenému v poslednej voli
papeza Jana Pavla II, jeho nespalené
poznamky (Téda, 2005). Mozeme sa
len domnievat, Ze ide o dobry mar-
ketingovy fabulujici krok a nie ne-
re$pektovanie rozhodnutia pépeza.
Vyvolanie aury zakazaného osobného
tajomstva moze len prispiet k zvyse-
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niu zaujmu o publikaciu.

Ako sme naznacili nekromarke-
ting sa vyskytuje v dvoch moznych
rovinach: explicitnej a implicitne;j.
Explicitné formy nekromarketing
zobrazuju katastrofy, nestastia a smrti
v ich cistej forme, in forma diretta a
ich prikladom je sortiment a predmet
obchodovania pohrebnych sluzieb. V
ramci propagacie tieto firmy prezen-
tuju svoje najnovsie ponuky na me-
dzinarodnych trhoch v ramci odvet-
via (napr. Targi Funeralne Memento
v Poznani odporucane medzinarod-
nou organizaciou funeralnych sluzieb
FIAT - IFTA, alebo taktiez v Polsku
Necroexpo v Kielcach, na Slovensku
prva medzinarodna vystava pohreb-
nych a kremacnych sluzieb sa usku-
to¢nila v Trencine ako Slovak Funeral
2012 a najvécsie podobné vystavy sa
kazdoro¢ne konaju v Parizi, Bologni
¢i Var$ave). Ako druhy aspekt mo-
zeme oznacit implicitnd pracu so
smrtou a jej nedefinitivnymi podo-
bami, ale rovnako tragickymi. Impli-
citny nekromarketing ma podstatu
v nepriamej prezentdcii smrti. Tieto
formy nekromarketingu sa spdjaju s
pridanou hodnotou produktu. Neu-
stale koketovanie so smrtou a jej de-
tabuizacia, odemocionalizovanie, je
formou strachu a zaroven domestifi-
kicie, ktoré si vnimané ako abstrakt-
né, a ako tie, ktoré sa nas netykaju.
Znecitlivenie videnym obrazom je s
citlivostou zuzitkovavané na market-
ningové kroky cez az nekrofilnych
pracovnikov marketingovych odde-
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leni. A niekedy ironizovanie smrti je
zaroven snahou o poludstenie jej cha-
rakteru ako obranného reflexu pred
jej pritomnostou. Tato forma je po-
merne rozsiahly fenomén a je mozné
ho priamo i nepriamo identifikovat v
roznych oblastiach. Osobitnou oblas-
tou je oblast socialneho marketingu a
jeho komunikaénych aktivit,¢i oblasti
kozmetiky, farmakologie a plastickej
chirurgie (ako napr. omladzujucich
zakrokov).

Predpokladand / potencidlna smrt

Pri explicitnych formach nekro-
marketingu je takyto ,artikel“ vyhla-
davany pre jeho nevyhnutnost (po-
hrebné spoloc¢nosti), ale aj zaujem az
fascinaciu hraniciacu s fanatizmom.

How it Works

Explicitné, resp. priame zobrazenie
¢i odkazovanie na smrt v spojeni s
marketingovymi praktikami je hlav-
nym predpokladom nekromarketin-
gu. Nepochybne st s nimi spojené
posledné rozlucky so zosnulym, vzda-
nim ucty ¢i komemorativne uchova-
nie pamiatky. Populdrnost virtualnej
reality sa v tejto oblasti prejavuje v
podobe virtudlnych cintorinov, alebo
priamo vytvorenych aplikacii na so-
cidlnych sietach (prva vytvorena pre
Facebook) ako If I die (ked zomriem)
alebo virtudlny odkaz post-mortem
(obr. ¢. 1).

Takyto odkaz pontka rovnako moz-
nost rozlucky, odovzdanie odkazu,
neformalnej poslednej vole, pripadne
potrebnych pristupovych hesiel pre
konkrétnych priatelov

1. You write a note to your best friend telling her the password to your computer.
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Obr. 1: zdroj: ifidie.org

Vsetko to zastresuje nahliadanie na
smrt ako vonkajsi fenomén, ktory sa
moze, ale aj nemusi, osobne dotykat
danej osoby.
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2. Your note will be encrypted and stored securely on
this website. While you're alive, your friend cannot
read it. The note will only be delivered if you die.

A\ down

a blizkych, ktorym budu doru—cené
rozluckové listy. Pre vytvorenie takej-
to aplikdcie argumentuje jej vyssia
praktickost, jednoduchsia editovatel-
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nost a prehlasovana bezpec¢nost ako v
pripade klasickej verzie rozluckovych
listov ¢i odkazov. V istom zmysle ju
mozno pripodobnit k virtualnemu
testamentu.

Skuto¢na / Redlna smrt

Pouzivany v tom pripade pojem
cintorin, aj ked jeho etymologia po-
chadza od latinského slova coemete-
rium, ktoré na svoj pévod v gréckom
Kowntnplov, ¢iZe miesta usnutia,
miesta oddychu a teda spojene je s
priestorom ulozenia mftveho tela. Aj
ked vo virtudlnej realite nemozeme
realne ulozit pozostatky, pomenova-
nie cintorin sa prijalo aj pre tato for-
mu pamiatky. Pri takejto interpretacii
e-cintoriny nie su Ziadnym novum
v nasej kultare, ale len inou formou
ddvno pouzivanych symbolickych
cintorinov (napr. pre ludi, ktori zahy-
nuli v hordch, a/alebo sa nenadli ich
ostatky). Zaciatky virtualnych cin-
torinov (e-cemetery) nachddzame v

T

g M—l
3
. O LIVE FOREVER
«

Kanade, ked v roku 1995 Michael Kibe
a Steve Brauer stvorili prvy v dejinach
kybercintorin s nazvom World Wide
Cementary. Vyssie spomenuté kome-
morativne uchovanie pamiatky o bliz-
kej osobe (aj domaceho zvieratka) sa
prejavuje v relativne rozsirenej ponuke
tzv. virtual heaven (virtualne nebo),
na ktorom maju pozostali moznost
umiestnit pamiatku po zosnulom (obr.
¢.2). Stranka s rovnakym ndzvom pon-
uka (za poplatok od 4.95 $ a7 19.95$ za
rok) vytvorenie vizitky memoridlu. K
dispozicii su $tandardné vzory poza-
dia naplnujtce jeden z aspektov gycu:
»Ky¢ zobrazuje objekty nebo témata,
ktera jsou vSeobecné povazovana za
krasna, anebo kterd maji silny emoci-
onalni naboj“ (Kulka, 2000, s. 57). Da-
lej mame moznost zvolit si jednotlivé
elementy obsahu ako napr. predefino-
vané spominané pozadie, galériu foto-
grafii, video, ¢i audio, pamiétnu knihu,
rodina a priatelia, sny, vyrocia, kratke
pribehy, sukromie a navstevnici mozu
zapdlit virtualne sviecky.

CREATE A BEAUTIFUL ONLINE MEMORIAL
TO CELEBRATE THE LIFE AND LEGACY
OF OUR NEAREST AND DEAREST SO THAT
THEY MAY LIVE FOREVER y

J

1 CREATE HEAVEN (

New Residents

Obr. 2: zdroj: virtualheaven.com
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Autori webovej stranky zdroven
zdovodnuju myslienku celého projek-
tu odvolavajtc sa na to, Ze Zijeme tak
dlho, ako Zije pamét o nas, ked smrt
je sucastou nasej existencie pamita-
nie blizkych, ktori odisli moze trvat
vecne. Aj ked sustredujtc sa v tomto
pripade na technické hladisko, treba
si polozit otazku, ¢i v takdto forma
pamiatky ma dlhu technicku zZivot-
nost vzhladom na efemérnu a odlisna
povahu od tej materialnej a to digi-
talnej technolégie. Zaroven ale napl-
na povahu spomienky, spirituality a
neviazania sa na konkrétne miesto
(kamenny hrob). V pripade ak nemo-
zeme navstivit skuto¢ny hrob a zapa-
lit sviecku, nemdzeme momentdlne
kontemplovat pri fotografii zosnulej
osoby. Mozeme navstivit virtudlne
nebo a blizkeho kedykolvek a kdekol-
vek, ak je takato moznost vdaka tech-
nolégiam. Podobne ako v pripade ro-
dinnej fotografie v albumoch, hranica
medzi sférou privatnou a verejnou
(fotoblogy) (Wojciechowski, Miku-
13, 2011), sa v digitalnej ére presunu-
la smerom k privatnej, ktord predsta-
vuje minoritnd oblast v ramci erupcii
viditelného, to ¢o bolo skryté sa velmi
rychlo stalo viditelné a dostupné.

Do tejto oblasti je mozné zaradit aj
spolo¢nosti, ktoré sa rozhodli modifi-
kovat svoje produkty do nekromarke-
tingovej formy. Takymi st produkty
poistovni, ktoré spadaju do oblasti zi-
votného poistenia a zaistenia financii
na pohreb. Niektoré produkty a sluz-
by toto kritérium splnaju iba velmi
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okrajovo az vdbec. To z nich robi pa-
razitov na zosnulom, akte jeho smrti,
pozostalych a hrani¢i vistom ohlade s
morbidnostou az nekrofiliou,(hrani-
ce toho, ¢o spolo¢nost znesie ako pri-
jatelni mieru sa neustale posuvaja),
dal$im prikladom je recesny pristup
k hrackarskemu priemyslu (plySové
hrac¢ky firmy RoadKill - distribuova-
ny produkt je doplneny o umrtny list,
visacku pripevnent na nohe hracky
a igelitovy obal predstavujtci vak na
mftvoly).

Z hladiska nekromarketingu je
zjavné odtabuizovanie smrti v istych
smeroch. Naroky na realistickost jej
zobrazenia sa prejavuju vo filmoch
(filmy najmé so Zanru hororu: gore,
found footage), aktudlne vysielanych
seridloch (so série N.C.S.I, C.S.I.,
Bones alebo jedna z epizdd seridlu
Black Mirror), pocitacovych hrach
(Blood, Resident Evil, Silent Hill, Sky
Rim) a pod., kde neustéle vzrastaji a
mitve teld sa v procese dekompozicie
nezriedka stavaju predmetom nekro-
filnej zabavy ako v pripade Zanru gor-
no (Skowronek, 2011).

Predstierand / improvizovana / zdan-
liva smrt

Poslednym prikladom, ktory uve-
dieme je pripad celebrit ako dopo-
rucovatelov (celebrity endorsement).
Ako uz bolo davnejsie naznacené
doporucovatel je istym spdsobom
manipula¢nym ¢initelom na strane
propagova—ného produktu ¢i znacky
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(Atkin, Block, 1983; Nataraajan, Cha-
wla, 1997; McCracken, 1989). Slavne
osobnosti sa stavaju doporucovatelmi
istych vyrobkov z doévodu ich vseo-
becnej znamosti a moznosti identifi-
kacie s produktom (Mikulas, 2013).
Prezentovany vyrobok sa tak pod-
vedome spdja s danou osobnostou a
istym sposobom aj na zaklade toho
sa identifikuje. V nekromarketingu
sa tiez stretivame s dvoma sposobmi
uplatnenia verejne znamych osdb ako
doporucovatelov. Digitdlne technold-
gie ako nekromanti a aj spolu dvoj-
nikmi opdt navracaju mftve zname
osobnosti do Zivota. Do pozicie ta-
kychto doporucovatelov sa vyberaja
kultovo zndme osobnosti, ktoré su
spojované s ich spésobom zivota, a
niekedy aj smrti (najma v jej tragickej
forme).

Druhou formou je docasné falso-
vanie smrti (podobne ako pri uplat-
novani voodoo praktik) a apelova-
nie na recipientov k akcii. Zdanlivo
mrtvy doporucovatel je aranzovany
ako mftvy ¢i usmrteny. S takou ideu

RV'AN SEA:::EST BA

sa mozeme stretnut pri kampani or-
ganizacie Keep a Child Alive bojuj-
ucej proti HIV/AIDS v Indii, Kenyi,
Rwande, Ugande a Juznej Afrike, kde
zdanlivo mftvych doporucovatelov
pouzili v ramci projektu The Digi-
tal Life Sacrifice (Obeta digitalneho
zivota). V ramci projektu, ktory bol
sucastou World AIDS Day sa svojej
formy digitdlneho Zivota, resp. Zivota
na socialnych sietach, vzdali slavne
osobnosti z rdznych oblasti zabavné-
ho biznisu ako Alicia Keys (obr. 3),
Katie Holmes, Usher, Jay Sean, Swizz
Beatz, Ryan Seacrest, Serena Willi-
ams, Kim Kardashian, Lady Gaga,
Justin Timberlake, Elijah Wood, ¢i
reklamny fotograf David LaChapelle
a mnohi dalsi.

Celebrity mali ostat digitdlne mrtve
az do doby, kym ich ludia pomocou
zasielania SMS s prispevkom vo vyske
10$ ,,(ne)vykupia“, druhou moznos-
tou bolo kupenie tricka s funkénym
¢iarkovym kodom, cez ktory dalsi
Iudia mohli zaslat prispevok. Vyssie
uvedené osoby sa rozhodli obetovat

\\ Y

LACHA | ELlAH wooD JAY SEAN

Obr. 3: vizualizacia aranzovanej smrti Alicie Keys a dal$ich osobnosti

Zdroj: weblog.blogads.com
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svoj digitalny zivot v zaujme realneho
zivota miliénov ludi trpiacich choro-
bou HIV/AIDS. Vyvolanie paniky zo
smrti slavnej osobnosti a apelovanie
na parasocialnu interakciu vytvorenu
medzi danou osobnostou a jej obdi-
vovatelmi, ¢o znamenalo rezignova-
nie na aktivity v ramci socidlnych sieti
Twitter alebo Facebook, kym jej Zivot
nebude ,vykapeny“ spit, neddjde k
virtualnemu vzkrieseniu. Finanénym
cieflom bolo dosiahnut sumu jeden
milion dolérov. Zaroven bolo vopred
jasné, Ze tato forma smrti nie je mys-
lena vazne (redlna) a je to skor hranie
sa na nekromanta so strany donato-
rov.

Prispievatelia — analogicky i fyzic-
ky ako pri rozhodovani palcom o
smrti ¢i zivote v gladiatorskych boj-
och - rozhoduju tiez palcom pri pi-
sani SMS-iek v sttaziach typu reality
show, ktorych smrt ¢aka samozrejme
iba v metaforickom zmysle, ale v kon-
venciach Zivota na obrazovke.

Zaver

Prezentované priklady propagacie
predstavuju zékladné kategorie, ktoré
je mozné identifikovat v prevazujucej
vacsine komunikatov (humor, strach,
doporucovatelia) a ich manipula¢ny
vplyv na recipienta. Odvolavanie sa
na a vyuzitie smrti pre komer¢né ci-
ele pontka smrt z dovodu jej ,,pritaz-
livosti®, ale v odlah¢enej az humornej
miere, alebo estetickej forme. V ne-
komerénych, socialnych reklamach je
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rovnaka tematika pouzita s totoznym
zamerom, avSak posobenie strachom
sa javi ako pochopitelné a inosné.
Smrt je neoddelitelnou su¢astou zivo-
ta. Tento paradoxny vyrok vyjadruje
nevyhnutnost stretu kazdého ¢loveka
so smrtou. Pritomnost doporucova-
tefov — mftvych, zdanlivo mftvych,
premiena komunikaty a reklamu na
obrazné mauzélea. Rovnako mo-
dernd spolocnost pristupuje k Zivo-
tu s Ericha Fromma (1997) davkou
nekrofilie a zo smrti a umierania sa
postupne stava institucionalizova-
nd, komercionalizovand skuto¢nost
zbavena vsetkych ritudlov a tabuiza-
cie, resp. detabuizacie smrti vyvolava
spor a nemoznost zaujat jednoznacné
stanovisko. Idedl mladého zdravého
tela, ktory dominuje v dne$nej audio-
vizualnej kultdre, sa saim v sebe viaze
s ndsilim, elimindciou, tabuizovanim.
Odstranujeme z nasho zorného uhla
(zaroven nasej vedomej percepcie)
teld, ktoré nesplhaju podmienky a
poziadavky urcitého dobou vygene-
rovaného idedlu. Nechceme pozerat
na ludi chorych, starych, nevladnych
a ich problémy nechceme vnimat.
Tato tendenciu dominancie obrazu
krdsneho, mladého, zdravého tela
Lynda Nead (1998) oznacuje ako
»telesny fasizmus®

V propagacii je nekromarketing
zjavny (zne)uzivanim motivov smrti,
chorob, nestasti, tragickych Iudskych
osudov je niekedy aj na ziskavanie
politického kapitalu. Niekedy sa sta-
va, Ze sluzi aj vSeobecne prospesnym
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cieflom. Tak to je v ramci socialno-
-spolo¢enského marketingu a jeho
reklamnych aktivit. Cielom prevaznej
vacsiny tychto komunikatov je v pr-
vom rade vyprovokovat obavy aj $o-
kovat a nasledne presveddit recipienta
k akceptovaniu prezentovanej mys-
lienky, jej implementovaniu do jeho
spdsobu Zivota a zvykov.

Doévody kybernetizacie smrti mo-
zeme hladat v predispoziciach mo-
derného c¢loveka, prenasania indi-
vidudlnych foriem a konstruktov
obklopujicej skuto¢nosti na svet
mimo telesny. Podobne aj kyberpries-
tor nema v sebe koniec ani vymed-
zene hranice, je to skuto¢nost vytvo-
rena z viacerych réznych elementov,
ktoré netvoria ucelentt mozaiku, kde
mozeme hovorit o smrti modernym
kédom.

Nekromarketing je pomerne roz-
siahly fenomén a je mozné ho iden-
tifikovat v roznych oblastiach, aj ked
vys$sie sme sa venovali trom ukazkam,
kde motiv smrti je v kazdom pripade
spojeny aj so ziskavanim finan¢ného
odnosu, alebo osobnych udajov. Stile
ostava predmetom sporov, ¢o je a ¢o
nie je unosnou mierou zobrazenia a
odkazovania na koniec Iudskej exis-
tencie, ¢o prekracuje hranicu etickos-
ti a odkazovania na koniec ludského
bytia — smrt.
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STRATEGIE COPINGU V KONTEXTE UZIVANIA
PSYCHOAKTIVNYCH LATOK A PREVENCIA
RISKANTNEHO SEXUALNEHO SPRAVANIA

COPING STRATEGIES IN THE CONTEXT OF PSYCHOACTIVE
SUBSTANCES USE AND SEXUAL RISK BEHAVIOR PREVENTION

Petro Husak - Tetyana Martynyuk

Abstract

Several models of addiction have proposed that stress increases risk of psychoactive
substances abuse and relapse. However, the mechanisms by which stress exposure may
enhance drug use and increase relapse risk remain elusive. There has been a drama-
tic increase in research to understand neural circuits associated with stress and those
underlying addictive behaviors.

Key words
coping strategies, risk behavior, personality

Formulation and Solution a Problem behavioral and cognitive response
to the stressful event (coping).

The term stress is frequently defined Each of these components is associ-

as “a process involving perception, in-
terpretation, response and adaptation
to harmful, threatening, or challen-
ging events”'.

This conceptualization permits sepa-
rate consideration of:

events that cause stress (stressors
or stressful life events);

cognitive and affective processes
evaluating the event and available
coping resouces (appraisal);
biological responses and adaptati-
on needed to cope with the stres-
sor;

ated with specific and overlapping
neural systems that interact in a com-
plex and intricate manner to coordi-
nate the experience and response to
stress.

Facing danger, threat or a challen-
ging event motivates individuals to
adapt or reduce stress by use of co-
ping strategies. Different ways of co-
ping have been found to be more or
less adaptive. In a meta-analysis, Suls
and Fletcher have compiled studies
that examined the effects of various
coping modes on several measures of
adjustment to illness.!

! Lazarus, R. S., & Folkman, S. 1987. Transactional theory and research on emotions and
coping. European Journal of Personality, 1, 141-170. Suls, J. & Fletcher, B. 1985. The relative
efficacy of avoidant and nonavoidant coping strategies: A meta-analysis. Health Psychology,
4, pp. 249-288.
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The authors concluded that avoidant
coping strategies seem to be more
adaptive in the short run whereas
attentive-confrontative coping is more
adaptive in the long run. It remains
unclear, however, how the specific co-
ping responses of a patient struggling
with a disease can be classified into
broader categories. There are many
attempts to reduce the total of possi-
ble coping responses to a parsimo-
nious set of coping dimensions. Some
researchers have come up with two
basic dimensions-such as instrumen-
tal, attentive, vigilant, or confrontative
coping on the one hand, in contrast
to avoidant, palliative, and emotional
coping on the other>? A well-known
approach has been put forward by
Lazarus and Folkman (1984), who
discriminate between problem-fo-
cused and emotion-focused coping.
Another conceptual distinction has
been suggested between assimilative
and accomodative coping, the for-
mer aiming at an alteration of the
environment to oneself, and the latter
aiming at an alteration of oneself to
the environment.* Coping has also a
temporal aspect. One can cope befo-
re a stressful event takes place, while
it is happening (e.g., during the pro-
gress of a disease), or afterwards. Be-

ehr and McGrath (1996) distinguish
five situations that create a particular
temporal context: (a) Preventive co-
ping: long before the stressful event
ocurs, or might occur; for example,
a smoker might quit well in time to
avoid the risk of lung cancer; (b) An-
ticipatory coping: when the event is
anticipated soon; for example, some-
one might take a tranquillizer while
waiting for surgery; (c) Dynamic co-
ping: while it is ongoing; for example,
diverting attention to reduce chronic
pain; (d) Reactive coping: after it has
happened; for example, changing
one's life after losing a limb; and (e)
Residual coping: long afterward, by
contending with long-run effects; for
example, controlling one's intrusive
thoughts years after a traumatic acci-
dent has happened.

Five coping strategies were iden-
tified Klauer and Filipp (1993) that
turned up as dimensions in a factor
analysis: seeking social integration,
rumination, threat minimization,
turning to religion, seeking informa-
tion. These factors were established as
subscales of a psychometric invento-
ry.

There are many other attempts to con-
ceptualize coping dimensions, and
those mentioned above may serve as

*Shedler, J., & Block, J. 1990. Adolescent drug use and psychological health: A longitudinal
inquiry. American Psychologist, 45, pp. 612-630.

*Suls, J. & Fletcher, B. 1985. The relative efficacy of avoidant and nonavoidant coping strate-
gies: A meta-analysis. Health Psychology, 4, pp. 249-288.

*Brandtstadter, J. 1992. Personal control over development: Implications of self-efficacy. In
R. Schwarzer (Ed.), Self efficacy: Thought control of action. pp. 127-145. Washington, DC:

Hemisphere.

>Zeidner, M., & Endler, N. S. (Eds.) 1996. Handbook of coping - theory, research, applications.

New York: Wiley.
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examples.’

Which of the above dimensions is
suitable for a valid description of an
actual coping process depends on a
number of factors, among them the
particular stress situation, one‘s his-
tory of coping with similar situations,
and one’s personal and social coping
resources, or the opposite, one’s spe-
cific vulnerability. The following main
sections of this article deal with a
more detailed account of the coping
resources.

Personal Coping Resources

Individuals who are affluent, heal-
thy, capable, and optimistic are seen
as resourceful and, thus, are less vul-
nerable toward the stress of life. It is
of most importance to be competent
to handle a stressful situation. But
actual competence is not a sufficient
prerequisite. If the individual unde-
restimates his potential for action, no
adaptive strategies will be developed.
Therefore, perceived competence is
crucial. This has been labelled ,perce-
ived self-efficacy® or ,optimistic self-
-beliefs® by Bandura (1992, 1995). The
subsequent section will focus on this
particular personal resource factor.

Behavioural change is facilitated by
a personal sense of control. If people
believe that they can take action to
solve a problem instrumentally, they
become more inclined to do so and

feel more committed to this decision.
While outcome expectancies refer to
the perception of the possible conse-
quences of one's action, perceived self-
-efficacy pertains to personal action
control or agency (Bandura, 1992).
A person who believes in being able
to cause an event can conduct a more
active and self-determined life cour-
se. This ,,can do“-cognition mirrors a
sense of control over one's environ-
ment. It reflects the belief of being
able to master challenging demands
by means of adaptive action. It can
also be regarded as an optimistic view
of one‘s capacity to deal with stress.
Self-efficacy makes a difference in
how people feel, think and act. In
terms of feeling, a low sense of self-
-efficacy is associated with depre-
ssion, anxiety, and helplessness. Such
individuals also have low self-este-
em and harbor pessimistic thoughts
about their accomplishments and
personal development. In terms of
thinking, a strong sense of competen-
ce facilitates cognitive processes and
academic performance. Self-efficacy
levels can enhance or impede the mo-
tivation to act. Individuals with high
self-efficacy choose to perform more
challenging tasks. They set themsel-
ves higher goals and stick to them®.
Actions are preshaped in thought,
and people anticipate either optimi-
stic or pessimistic scenarios in line
with their level of self-efficacy. Once

®Locke, E. A., & Latham, G. P. 1990. A theory of goal setting and task performance.

Englewood, NJ: Prentice Hall, 1990.
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an action has been taken, high self-
-efficacious persons invest more
effort and persist longer than tho-
se with low self-efficacy. When set-
backs occur, the former recover more
quickly and maintain the commit-
ment to their goals. Self-efficacy also
allows people to select challenging
settings, explore their environments,
or create new situations. A sense of
competence can be acquired by mas-
tery experience, vicarious experience,
verbal persuasion, or physiological
feedback (Bandura, 1992). Self-effica-
cy, however, is not the same as posi-
tive illusions or unrealistic optimism,
since it is based on experience and
does not lead to unreasonable risk ta-
king. Instead, it leads to venture some
behaviour that is within reach of one’s
capabilities.

Perceived self-efficacy has been
studied with respect to prevention of
unprotected sexual behaviour, e.g.,
the resistance of sexual coercions,
and the use of contraceptives to avoid
unwanted pregnancies. For example,
teenage women with a high rate of
unprotected intercourse have been
found to use contraceptives more
effectively if they believed they could
exercise control over their sexual acti-
vities.” Gilchrist and Schinke taught
teenagers through modeling and ro-
le-playing how to deal with pressures
and ensure the use of contraceptives.

This mode of treatment significantly
raised their sense of perceived effica-
cy and protective skills.®

Influencing health behaviours that
contribute to the prevention of AIDS
has become an urgent issue. Percei-
ved self-efficacy has been shown to
play a role in such behaviours. Kok
and Strecher (1991) reported a study
from their labouratory that analyzed
the use of condoms and clean need-
les by drug addicts. Intentions and
behaviours were predicted by attitu-
des, social norms, and especially by
efficacy beliefs. Perceived self-efficacy
correlated with the intention to use
clean needles (.35), reported clean
needle use (.46), the intention to use
condoms (.74), and reported condom
use (.67). Bandura (1995) has summa-
rized a large body of research relating
perceived self-efficacy to the exercise
of control over HIV infection.

Condom use not only requires
some technical skills, but interper-
sonal negotiation as well (Bandura,
1995; Brafford & Beck, 1991; Coates,
1990). Convincing a resistant part-
ner to comply with safer sex practices
can call for a high sense of efficacy to
exercise control over sexual activities.
Programmes were launched to en-
hance self-efficacy and to build self-
-protective skills in various segments
of the population to prevent the
spread of the HIV virus. Jemmott and

’Levinson, R. A. 1982 s. Teenage women and contraceptive behavior: Focus on self-effi-
cacy in sexual and contraceptive situations. Unpublished Doctoral Dissertation.
8Godding, P. R., & Glasgow, R. E. 1985. Self-efficacy and outcome expectations as pre-
dictors of controlled smoking status. Cognitive Therapy and Research, 9, pp. 583-590.
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his associates have conducted a num-
ber of interesting intervention stu-
dies designed to raise self-regulatory
efficacy (Jemmott, Jemmott & Fong,
1992; Jemmott, Jemmott, Spears, He-
witt et al., 1992).

Personal Coping Resources and
Addictive Behaviours

Another area in the health field
where perceived self-efficacy has
been studied extensively is smoking.
Quitting the habit requires optimis-
tic self-beliefs which can be instilled
in smoking cessation programmes.
Efficacy beliefs to resist temptation to
smoke predict reduction in the num-
ber of cigarettes smoked (r = -.62),
the amount of tobacco per smoke (r
= -.43), and the nicotine content (r
= -.30).° Pretreatment self-efficacy
does not predict relapse, but postt-
reatment self-efficacy does. Overco-
ming addictive behaviours such as
substance use, alcohol consumption,
and smoking poses a major challenge
for those who are dependent on these
substances as well as for professional
helpers. Smoking, for example, re-
mains the number one public health
problem in spite of declining pre-
valence rates. Almost one hundred
scientific publications per year deal
with the issue of smoking cessation.
Clinical approaches include multise-
ssion, multicomponent counseling or

therapy programmes where individu-
als or small groups receive abstinence
and relapse prevention training, often
combined with medical treatment.
The most promising pharmaceutical
aid is the use of a nicotine patch that
achieves a transdermal nicotine sub-
stitute to help counteract withdrawal
symptoms.

On the other end of the treatment
continuum lie community interven-
tions, including work site cessation
programs. This acknowledges the fact
that only one tenth of smokers make
use of formal clinical programs. In
contrast, most are self-quitters who
need only minimal assistance (Cu-
rry, 1993). While relapse rates after
professional treatment lie typically
between 70% and 90%, those of self-
-quitters are even higher. Neverthe-
less, investments in the public health
approach are more cost-effective be-
cause it reaches a much larger target
population and, thus, results in higher
overall numbers of persons quitting
(Lichtenstein & Glasgow, 1992).

The community-wide minimal tre-
atment programmes benefit from
what was learned in clinical settings,
although it is not yet clear what the
most effective ingredients really are.
It seems as if more is better, i.e., tre-
atment packages that consist of many
heterogeneous components are supe-
rior to theory-based single strategy

?Godding, P. R., & Glasgow, R. E. 1985. Self-efficacy and outcome expectations as predic-
tors of controlled smoking status. Cognitive Therapy and Research, 9, pp. 583-590.
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approaches.

It has also been found that readi-
ness to quit makes a difference. In cli-
nical settings, most clients are self-re-
ferred and therefore highly motivated
for behavioural change. Public health
messages, in contrast, have to be ad-
dressed to smokers who are at diffe-
rent stages of motivation (DiClemen-
te et al., 1991). Precontemplators who
do not consider quitting at all need a
different message than contemplators
who struggle with the pros and cons
of quitting. Furthermore, those who
are ready for action need different
kinds of assistance than those who
just have quit and face a relapse crisis.

From a social-cognitive viewpoint,
the key ingredients of any psycho-
logical treatment should be (a) the
identification of high-risk situations
that stimulate smoking, (b) the deve-
lopment and cultivation of perceived
self-efficacy, and (c) the application
of adequate coping strategies. This
can be described as a competent self-
-regulation process where individuals
monitor their responses to taxing si-
tuations, observe similar others fa-
cing similar demands, appraise their
coping resources, create optimistic
self-beliefs, plan a course of action,
perform the critical action, and eva-
luate its outcomes.

Marlatt et al. (1995) propose five
categories of self-efficacy that are re-
lated to stages of motivation and pre-
vention: (a) Resistance Self-Efficacy,
(b) Harm-Reduction Self-Efficacy, (c)
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Action Self-Efficacy, (d) Coping Self-
-Efficacy, and (e) Recovery Self-Effi-
cacy. Resistance Self-Efficacy pertains
to the confidence in one‘s ability to
avoid substance use prior to its first
use. This implies resistance against
peer pressure to smoke, drink or take
drugs. It has been repeatedly found
that the combination of peer pressu-
re and low self-efficacy predicts the
onset of smoking and substance use
in adolescents. Ellickson and Hays
(1991) studied the determinants of
future substance use in eighth and
ninth graders in ten junior high
schools. As potential predictors of
onset, they analyzed prodrug social
influence, resistance self-efficacy, and
perception of drug-use prevalence.
Social influence or exposure to drug
users combined with low self-efficacy
for drug resistance turned out to pre-
dict experimentation with drugs nine
months later. Interestingly, resistance
self-efficacy was no longer predictive
in the subsample of students who
were already involved with drugs.

In a study on smoking onset, Sta-
cy, Sussman, Dent, Burton and Flay
(1992) examined prosmoking social
influence and resistance self-efficacy
in a sample of high school students.
Perceived self-efficacy moderated the
effect of peer pressure. As expected,
many adolescents succumbed to pro-
smoking influence, but those high in
resistance self-efficacy were less vul-
nerable toward interpersonal power.

With these findings in mind, one
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would expect that the training of re-
sistance skills would raise resistan-
ce self-efficacy, which in turn would
reduce future drug use. However, in-
tervention studies that have included
such a training have not yet been very
promising.

Harm-reduction self-efficacy per-
tains to one’s confidence to be able to
reduce the risk after having become
involved with tobacco or drugs. Once
a risk behaviour has commenced,
the notion of resistance loses its sig-
nificance. It is then of superior im-
portance to control further damage
and to strengthen the belief that one
is capable of minimizing the risk.
This is particularly useful since most
adolescents at least experiment with
cigarettes and alcohol, which can be
regarded as a normal stage in puberty
when youngsters face developmen-
tal tasks including self-regulation in
tempting situations. Substance use
can be seen as being normative ra-
ther than deviant and might reflect a
healthy exploratory behaviour and a
constructive learning process (Shed-
ler & Block, 1990). The conflict here
is between solving normative develo-
pmental tasks on the one hand, and,
on the other, initiating a risk behavi-
our that might accumulate and habi-
tualize to a detrimental lifestyle pa-
ttern. Thus, the question is, ,,How can
a drug be curiously explored without
becoming the gateway drug?“ The an-
swer lies in the notion of harm-reduc-
tion self-efficacy. The individual must
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acquire not only the competence and
skills, but also the optimistic belief in
control of the impending risk. The
aim of secondary prevention is to let
adolelscents experiment while at the
same time empowering them to mi-
nimize and eliminate substance use
later on.

An intervention study to accom-
plish this goal has been conducted at
the Addictive Behaviours Research
Center at the University of Washing-
ton (Baer, 1993). College students
received one of three treatments: (a)
an alcohol-information class dealing
with negative consequences of alco-
hol, (b) a moderation-oriented cogni-
tive-behavioural skills-training class,
and (c) an assessment-only control
group. The second treatment group
was trained to enhance their harm-
-reduction self-efficacy, which indeed
resulted in the greatest decrease in al-
cohol consumption.

The above two types of self-efficacy
are related to prevention. When, ho-
wever, it comes to behaviour change
for those who are already addicted,
the focus turns to action, coping, and
recovery. Action self-efficacy concerns
the confidence to attain one‘s desired
abstinence goal (or controlled use).
If, for example, someone sets a date
for quitting, then a commitment is
made, moving the person beyond
the mere contemplation stage. When
intentions to quit are translated into
preparatory acts, the individual ne-
eds optimistic self-beliefs to make
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detailed plans how to refrain from
the substance, imagine success sce-
narios, and take instrumental actions.
This applies to unaided cessation as
well as to formal treatment settings.
Action self-efficacy has been found
to predict attempts to quit smoking.
These findings corroborate consis-
tently the beneficial influence of op-
timistic self-beliefs, but this effect is
restricted to posttreatment self-effi-
cacy. Typically, pretreatment self-
-efficacy does not predict relapse, but
posttreatment self-efficacy does. This
generalizes, by the way, to a broad
range of domains of human functio-
ning (Kok et al., 1992). Pretreatment
self-efficacy is not based on personal
experience with quitting and is, the-
refore, inappropriate for the predic-
tion of treatment outcomes. During
the cessation training, self-efficacy is
being developed with a realistic sense
of one's capabilities, resulting in more
accurate self-knowledge that allows
one to foresee one’s most likely reac-
tions in tempting situations.

Coping self-efficacy relates to antici-
patory coping with relapse crises. Af-
ter one has made a successful attempt
to quit, long-term maintenance is at
stake. At this stage, quitters are con-
fronted with high-risk situations,
such as experiencing negative affect
or temptations in positive social situa-
tions. Lapses are likely to occur unle-
ss the quitter can mobilize alternative
coping strategies. Believing in one's
coping reservoir assists in making
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sound judgments and in initiating
adaptive coping responses. Relapse
prevention training aims at making
use of a variety of situation-tailored
coping strategies which in turn en-
hances coping self-efficacy (Curry,
1993). This includes behavioural as
well as cognitive coping modes.
Recovery self-efficacy is closely
related to coping self-efficacy, but
both tap different aspects within the
maintenance stage (similar to the
distinction between resistance and
harm-reduction self-efficacy in the
prevention stage). If a lapse occurs,
individuals can fall prey to the ,ab-
stinence violation effect®, ie., they
attribute their lapse to internal, sta-
ble and global causes, dramatize the
event, and interpret is as a full-blown
relapse. High self-efficacious indivi-
duals, however, avoid this effect by
making a high-risk situation respon-
sible and by finding ways to control
the damage and to restore hope. Self-
-efficacy for recovery of abstinence
after an initial lapse has been found
to promote long-term maintenance.
Clinical interventions focus on speci-
fic recovery strategies after setbacks,
such as reviewing and reattributing
the situation, balancing alternative
ways of coping, making an imme-
diate plan for recovery (e.g., renew
initial commitment to quit, mobilize
social support, reframe the lapse as
a normal event within a productive
learning process). This restores self-
-efficacy and helps to return quickly
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to the path of maintenance. However,
Haaga and Stewart (1992) found that
not high but moderate self-efficacy
for recovery leads to the best survi-
val rates (continuation of abstinen-
ce). If this finding can be replicated
in further research, it would reflect
an ,,overconfidence effect, since too
high self-efficacy would embolden
trials of risk behaviours.

Conclusions

As these examples from research on
addictive behaviours demonstrate, it
is essential to identify several stages
at which self-efficacy operates in di-
fferent manners. Specific kinds of
self-efficacy are protective as the in-
dividual moves through the process
of peer influence, substance experi-
mentation, cessation, and abstinence
maintenance.
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KREATIVITA AKO KAPITAL A PRODUKCNY POTENCIAL
V KOMUNIKACNE]J A REKLAMNE] AGENTURE

CREATIVITY AS A CAPITAL AND PRODUCTION POTENTIAL
IN A COMMUNICATION AND ADVERTISING AGENCY

Katarina Fichnova

Abstrakt

Prispevok sa zaobera tvorivym potencidlom komunika¢nych agentur. Tvorivost chape
ako zakladny kapital vyrazne prepojeny s ekonomickym rastom. Cielom prispevku je
prezentovat vyznam a miesto kreativity v marketingovej komunikacii v praci komuni-
ka¢énych agentur. Zaujimalo nas, ¢i si tieto skuto¢nosti uvedomujui aj zamestnavatelia
hladajtci pracovnikov. V realizovanom prieskume sme zistovali v akom rozsahu prax
ziada tvorivé schopnosti od uchadzac¢ov na pozicie v komunikaénych a reklamnych
agenturach v inzercii a ako st tieto zastipené voéi inym pozadovanych schopnostiam
a kompetenciam.

Abstract

The paper deals with the creative potential of communications agencies. Creativity is
understood as core capital significantly linked to economic growth. The aim of this
paper is to present the importance and position of creativity in marketing communica-
tion work within communication agencies. We were concerned whether these facts are
recognized also by employers seeking new workers. In realized survey we investigated
the extent to which the practice calls for creative skills of applicants within advertising
for positions in communications and advertising agencies and how they are represen-
ted to other required capabilities and competences.

Klacové slova
kreativita, kapital, kreativny potencial, tvorivé schopnosti, komunika¢nd agenttra.

Key words
creativity, capital, creative potential, creative skills, communication agency

Vychodiska »The Creative Economy How people

make money from ideas“ predstavil

Zijeme v tzv. veku kreativity, rok novy novy ekonomicky koncept, od-
2009 bol vyhlaseny za rok kreativi- lisny od klasického, ktory rozlisoval
ty a inovdcii. Zaciatkom 21. storo¢ia len dva zdkladné vstupy - zdroje vy-
J. A. Howkins (2001) v publikacii robného procesu a to prdcu a kapitdl.
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V jeho koncepcii k tymto zaklad-
nym pilierom ekonomiky sa stdva
ludska kreativita. Tvorivost sa sta-
la zakladom novej, kreativnej eko-
nomiky', ktora suvisi s fenoménom
kreativnych priemyslov’. Doévodom
preco tomu tak je, je evidovany fakt
existencie sivisu medzi kreativitou a
ekonomickym rastom (Florida, Ti-
nagli, 2004; Mokyr; 1990, Wise, 1992;
Amabile, 1997; Simonton, 1999; Fich-
nova, 2013). Podla UNCTAD? (2004)
koncept kreativneho priemyslu ma
relativne nedavny povod. I ked je tu
zrejma urcitd savislost kultirnym pri-
emyslom* (napr. divadelné umenie, ¢i
remesld)’, toto oznacenie predstavuje
historicky posun v pristupe k poten-
cidlnym obchodnym ¢innostiam aj v
oblastiach, ktoré boli nedavno pova-
zované za prevazne ¢i vyhradne ne-
-ekonomické. Podla uvedeného zdro-
ja sa tento koncept objavil v Autrdlii
v roku 1990 v sprave vydanej vladou,
ale vyraznejsie bol exponovany az
vdaka politikom vo Velkej Britdnii,

kedy (ako uvadzaja S. Panitchpakdi a
K. Dervis v Creative Economy Report
z roku 2008), v 1997 Ministerstvo kul-
tury, médii a $portu® zriadilo skupinu
odbornikov pre kreativny priemysel
(Creative Industries Task Force).

Od vzniku tohto konceptu je zna-
mych pomerne vela modelov, ktoré
sa pokusaju systematicky uchopit a
popisat $trukturu kreativneho prie-
myslu. Kazdy uvadza mierne odlisné
vychodiska pre svoju klasifikaciu ,,ja-
dra“ a ,,periférie” jej roznych odvetvi
(odli$nosti st sposobené nejednotno-
stou definovania ,tvorivych odvetvi*
(“creative sectors”)), avSak kazdy z
nich reklamu vnima ako neoddelitel-
nu sucast tohto priemyslu. Reklama sa
zapocitva medzi najpocetnejsie pod-
niky v ramci po¢tu podnikov v Eurd-
pe — patri jej $tvrta priecka (reklama,
37244) hned po moéde (142212), di-
zajne (101255) a architektare (76236)
(Eurokleis, s. 46). Kreativne sekto-
ry zodpovedaju za 4,5 % eurdpske-
ho HDP a 8,5 miliéna pracovnych

'] J. A. Howkins (2001) kreativnu ekonomiku definuje ako ekonomiku, v ktorej
hlavnymi vstupmi a vystupmi st napady, ekonomiku, v ktorej ludia travia ¢o naj-
viac ¢asu vytvaranim kreativnych napadov, ekonomiku alebo spolo¢nost, kde ludia
nemaju rutinni pracovni dobu presne 8 hodin denne.

2 Fenomén kreativnych priemyslov nie je len otazkou poslednych rokov, v trochu
inom kontexte sa nimi velmi kriticky zaoberali myslitelia frankfurtskej skoly Theodor
Adorono a Max Horkheimer (pocas 2. svetovej vojny) (Cikanek, et. al., 2013).

* United Nations Conference on Trade and Development

* Fenoménu populdrnej kultdry a ich odrazu v medialnych textoch sa venuje u nas

J. Rusnak (2013) vo svojej velmi ingpirativnej publikdcii s ndzvom ,,Popkultiira v

elektronickych médidch’.

> Vztahy medzi ,.kreativnym priemyslom®, ,kultirnym priemyslom® a ,priemyslom
dusevného vlastnictva“ sa pokusalo vyjadrit viacero autorov, v tejto publikdcii uva-
dzame v schéme 2 jeden z tychto pristupov, podla ktorého su vsetky uvedené zlozky

sucastou tzv. ,,kreativneho klastra®
®Department for Culture, Media and Sport
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miest (3,8 %) (Sprava EU, 2010), a aj
v ¢asoch hospodarskej stagnacie maja
vy$$iu mieru rastu ako vacsina ostat-
nych odvetvi hospodarstva (3,5 opro-
ti 1 %, roky 2000-2007) (Euractive)’.

Kreativita/tvorivost je pritomnd
v kazdom odbore, a rozne aspekty
tohto fenoménu skumaju filozofia,
psycholdgia, pedagogika, socioldgia,
lingvistika, umenie, ekonomika, po-
litické vedy, a v neposlednom rade je
neoddelitelnou stucastou vedy o mas-
medidlnej a marketingovej komuni-
kacii (pozri aj: Ogonowska, 2010; Wa-
sinski, 2009; Tomczyk, 2011, Strbova,
2012; Mikulas, 2011; Wojciechowski,
Mikulas, Strbova, 2013 a ini). Exis-
tuju snahy vytvorit pre jej skimanie
dokonca samostatny odbor, ktory by
vsetky pristupy syntetizoval (J. Hlavsa
(1985) navrhuje nazov — ponématika;
k nazvu kreatoldgia sa priklanaju I.
Magyari-Beck (1998); S. G. Isaksen
(1992)).

Tvorivostou v marketingovej ko-
munikécii sa v SR a CR zaoberali M.
Falat (2004, vztah reklamy a tvorivos-
ti), D. Pavla (2011, vyznam kreativne-
ho briefu, kreativita MK manazéra), J.

Svétlik (2012, kreativita v reklame), P.
Horndk (2014, kreativita v reklame),
J. Kloudova (2009, kreativna eko-
nomika). V zahrani¢i S. E. Moriarty
(1991), K. Burtenshaw, et. al. (2011),
M. Szyszka (2012), G. J. Tellis (2000),
D. Ogilvy (2007) - ktori sa ale veno-
vali len kreativite v reklame, nie v$ak
samotnému procesu. Tvorivy proces
v medialnej komunikacii skimal moj
doktorand P. Celec (2015), tvorivost v
MK doktorandky G. Jankova (2010),
A. Kosalkova (2014), a dalsi. Pozia-
davky praxe na tvorivi osobnost v
marketingovej komunikdcii st presk-
umané minimalne.

Nie je nahodou, Ze jeden z prvot-
nych podnetov na skdmanie tvori-
vosti vysiel prave z potrieb praxe a to
prave v oblasti reklamy. Medzi prvych
priekopnikov patril mimo inych i A.
F. Osborn (1957, 1979, 2009), kto-
rého skusenosti v praci reklamnych
agentir® na pozicii art direktora ho
in$pirovali k vyvinutiu asi najzna-
mej$ej techniky generovania napadov
- brainstormingu.” A. F. Osbornova
paradigma je zaradovana medzi prak-
ticisticky orientovanych akademikov

7V EU sa percentudlne hodnoty uvédzaného HDP réznia: 2,6 % (zelend kniha), 3,3 %
(program Tvoriva Eurépa), 4,5 % a 6,5 % (Rada Eurdpy). Rozdiely st aj pri pracovni-
koch: 5 miliénov, 8,5 miliénov alebo az takmer 18 miliénov (Pezzini, Konstantinou,
2013, s. 5-6). Celkové trzby v oblasti kreativneho priemyslu sa v roku 2011 pohybo-
vali na hranici 5,5 mld. eur, ¢o predstavuje takmer 4 % vSetkych trzieb hospodarstva
SR. V sektore je zamestnanych viac ako 45 tisic [udi, pricom Eurokleis uvadza, ze v
RA je zamestnanych 6,53 % zamestnancov CCP (Eurokleis, s. 37).

8 Komunika¢na/reklamna agenttra - termin bol 1. krat pouzity v r. 1842 Volney B.
Palmer vo Filadelfii - zrod modernej reklamy a zaciatok tvorivého odboru (S. Pincas,
M. Loiseau, 2009), zdruzenia: KRAS. ARA, AKRA...

° Prvy krat ju publikoval v knihe Applied Imagination v roku 1953, navrhnuta ale bola
uz v 1939.
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(napr. Gordon, 1961; Buzan, et. al,
1996; DeBono, 1999; Michalko, 2012;
Smith, Paradice, Smith, 2000; Willi-
ams, 2001 a ini), ktori hladali efektiv-
ne sposoby, postupy, metddy a tech-
niky, ako podporit tvorivy potencial
jednotlivcov a timov, ako i samotny
tvorivy proces v oblastiach praxe, kde
je kreativita podstatnou a nevyhnut-
nou na dosiahnutie uspechu vo vyko-
navanej ¢innosti. K uvedenym nepo-
chybne patri aj oblast marketingovej a
medialnej komunikacie.

Kreativita je $pecifickym fenomé-
nom, pre ktorého pochopenie a ska-
manie ponukol J. M. Rhodes (1961)
koncepciu tzv. 4P kreativity (osob-
nost, proces, prostredie, produkt).'
V stcasnosti medzi najmodernejsie
a aktudlne trendy zaradujeme aj tzv.
konfluencné tedrie tvorivosti, ktoré
st odrazom postmodernistickej pa-
radigmy ponimajucej tvorivost ako
mnohodimenzionalny fenonén, kto-
ry je mozné vysvetlit len stvztazno-
stou viacerych faktorov, a to ako ko-
gnitivnych, tak i extra-kognitivnych,
pricom je nevyhnutné ich vnimat v
interakcii so samotnym prostredim.
Prikladom takéhoto pristupu je i Mo-
del bio-psycho-socidlnych zdrojov
kreativity J. S. Daceya, K. H. Lenno-

novej (2000), v ktorom je vyznamne
akcentovana premenna casu, ¢o je ul-
timativna podmienka pre skimanie
tvorivého procesu.'

Miesto a vyznam kreativity pre mar-
ketingovt a medialnu komunikaciu

G. M. Zinkhan (1993), dlhoro¢ny
editor casopisu Journal of Advertising
uvadza, ze: ,,Kreativita je zahrnutd vo
vsetkych stuprioch procesu rozhodova-
nia (najmd v tvorbe idei), kreativita je
rozhodujiica pre marketingové rozhod-
nutia a planovanie.“ (Zinkhan, 1993,
s. 1). Marketéri maju snahu vytva-
rat reklamy, ktoré by boli kreativ-
ne, jeden z hlavnych dévodov, ktory
uvadza vo svojom ¢lanku aj M. Falat
(2004) je skutoc¢nost, ze kreativita je
povazovana za konkuren¢nu vyhodu.
D. Gunn (2000) (prvy kreativny riadi-
tel agentiry Leo Burnett Worldwide)
na zaklade vyskumov uvadza, ze
kreativita predava. Podobné stano-
visko prezentuje W. Reinartz (2013)
a uvadza, ze kreativna reklama je za-
pamitatelnejsia, nenasilna, oblubena
a ma fanusikov. Ale i ini, napr.: S. H.
Ang, Y. H. Lee, S. M. Leong (2008)
tvrdia, Ze kreativna reklama vyvolava
vys$$iu schopnost ozivenia informacie

K uvedenym neskor autor D. K. Simonton (1999) pridal dal8ie ,P*: persudziu (per-
suasion) a o trindst rokov neskor M. A. Runco (2003) potencidl (potential).

! Este jedna terminologickd poznamka — pojmy kreativita a tvorivost budeme pouzi-
vat synonymne. V nasich podmienkach sa ich vyznam neodliSuje, pojem kreativita je
zatial pouzivany kratko, podla textovej analyzy vedeckych zdrojov M. Cikanka et. al.
(2013) boom nastal az koncom 90 rokov minulého storocia, zatial ¢o pojem tvorivost
ma dlhsiu tradiciu. V CR J. Hlavsa (1985) zvazovala rozli§ovanie pojmov, podobne v
polskom prostredi maju tieto dva pojmy rézne vyznamy.
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a priaznivej$i postoj voci reklame v
porovnani s reklamami, ktoré tieto
vlastnosti nemaju; W. Reinartz a P.
Saffert (2013) uvadzaju, ze kreativne
reklamy dosiahli vy$siu mieru pozor-
nosti u spotrebitela a viedli u neho k
pozitivnej$im nazorom na znacku; R.
Pieters, L. Warlop, M. Wedel (2002)
ako aj B. D. Till a D. W. Baack (2005)
tvrdia, Ze originalita reklamy mala za
nasledok zvySenie pozornosti u reci-
pientov a rovnako aj zvy$enie zapa-
matatelnosti znacky.

Kreativny potencial komunika¢nej a
reklamnej agentury

V suvislosti s miestom kreativity
v oblasti masmedidlnej komunikacie,
¢i celého kreativneho priemyslu, je
potrebné si uvedomit, ze jej prejave-
nie vyviera z urcitych zdrojov. Tymi-
to zdrojmi je tzv. kreativny potencial
agentury. Kreativny potencial je podla
I. FiSeru (1990) jednou z rozhoduju-
cich sacasti celkového produkéného
potencialu kazdej agentury. Jeho vy-
sledkom su doteraz nezname a pri-
tom efektivne rieSenia existujucich
alebo buducich tloh alebo problé-
mov. Podla uvedeného autora: ,,Je to
ta cast celkového potencidlu agentd-
ry, ktora najviac reaguje na zmeny
a potreby buduceho vyvoja, a ktora
najviac ovplyviuje jeho komplexnu
inova¢nu potenciu (k tomu patri i vy-
bavenost, pruznost, pracovnici, zdro-
je, atd) a dynamiku, a teda aj ekono-
micku efektivitu.“ I. FiSera (1990, s.
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11). Kreativny potencial je meradlom
konkurencieschopnosti agentury.
Ide o zlozity a dynamicky fenomén,
ktory tvoria tri hlavné zlozky. Prvou
najdolezitejSou s tvorivé subjekty,
tj. Iudia — pracovnici agentury, ich
schopnosti, motivacia, osobnostné
vlastnosti, pracovné navyky a podob-
ne - tieto su podla nasho nazoru kl-
ucovymi pri tvorivom procese (Fich-
novd, 2005). Agentury ocakavaju od
svojich pracovnikov, Ze okrem ko-
munika¢nych schopnosti a samostat-
nosti budu disponovat aj primeranou
kreativitou. Tieto poziadavky praxe
sa pokusil identifikovat absolvent Ka-
tedry masmedidlnej komunikacie a
reklamy FF Univerzity Konstantina
Filozofa v Nitre J. Mikulastik (2009)
vo svojej kvalifika¢nej praci. Analyzo-
val pracovné ponuky pre manazérov
na internetovom portali Profesia.sk,

v kratkom, ndhodne vybranom ca-
sovom useku (28.-29.3.2009). Iden-
tifikoval 64 volnych manazérskych
pozicii v oblasti marketingu, PR,
reklamy, a to z celého Slovenska (za-
stupenie mali Bratislavsky, Trnavsky,
Trenciansky, Nitriansky, ~Zilinsky,
Presovsky, Banskobystricky a Kosicky
kraj). Zistil, ze 60% inzeratov pozadu-
je od uchadzacov dobré komunikac-
né schopnosti. Kreativita a jej sucasti
(napr. flexibilita, samostatnost, ...) st
vyrazne v popredi zdujmu zamest-
navatelov manazérov. Vo vyskume
D. Pavla (2011) respondenti odha-
dovali mozné kvalitativne naroky na
riaditelski  pracu v komunikacnej
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agentuire. V tomto vyskume sa tiez
ukdzalo, Ze sa od manazérov komu-
nika¢nych agentir ocakiava pomer-
ne vysokd miera tvorivosti. Vyskum
sa netykal vykonnych pracovnikov,
v niz$ie prezentovanej $tudii sa pok-
usame identifikovat poziadavky pra-
xe aj na exekutivnych pracovnikov
mimo manazmentu v komunikac-
nych agentdrach.

Vyskumna stadia

Ciel vyskumu
Cielom vyskumu bolo identifikovat
v akom rozsahu prax ziada tvorivé
schopnosti od uchadzacov na pozi-
cie v komunika¢nych a reklamnych
agentdrach.

Vyskumny problém

Na zaklade vyssie popisanych sku-
to¢nosti sme si zvolili nasledovny
vyskumny problém: Ako vyrazne
prax komunika¢nych agentur reflek-
tuje potrebu tvorivosti/kreativity u
svojich buducich pracovnikov: Aké
je percento v$etkych identifikovanych
inzeratov s ponukami prace za zvole-
né obdobie, ktoré pozaduju od ucha-
dzacov tvorivé schopnosti (alebo
schopnosti previazené s tvorivostou
- napr. flexibilita)?

Vyskumny materidl, metéda a postup
Vyskumnym materidlom boli inze-
raty zverejnené na www.profesia.sk
pocas jedného tyzdna, a to od 11.-
17.5.2015. Vyuzili sme postupy kvan-
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tifikovanej obsahovej analyzy textu
(Scherer, 2004), jednotkou analyzy
bol inzerat. Klu¢ovymi slovami boli
pracovné zaradenie na prezentova-
nua poziciu, ktoré malo v texte slova:
»marketing, reklama, PR,,. Celkovo
toto kritérium spliialo 102 inzeratov
od 67 spolo¢nosti. Prostrednictvom
frekven¢nej tabulky a postupmi de-
skriptivnej Statistiky sme identifiko-
vali sledované premenné. Kategorie
boli vytvorené na zaklade zistenych
obsahov. Ich presné vymedzenie pon-
uka Graf 1.

Vysledky

Podla udajov ziskanych v sledova-
nom obdobi z portalu profesia.sk sa
da usudzovat, Ze komunika¢né agen-
tary a reklamné agentury hladaja-
ce pracovnikov na pracovné pozicie
marketingovy pracovnik, reklamny
pracovnik, copywriter, designer, PR
pracovnik, vykonny pracovnik v RA,
a podobne, maju pomerne zhodnu
$trukturu poziadaviek. Dominantny-
mi kompetenciami, ktoré s vo vacsi-
ne inzeratov stavané ako hlavna alebo
jedna z hlavnych poziadaviek na bud-
uceho pracovnika, si komunika¢né
schopnosti alebo zru¢nosti (70, 15%
vietkych inzeratov). DalSou v poradi
je samostatnost, hned za nou nasle-
duje kreativita. Kreativne schopnosti
odraza aj poziadavka na flexibilitu
(flexibilita je jeden z komponentov
tvorivosti).
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komunikac¢né
schopnosti/zru¢nosti

samostatnost

kreativita

zodpovednost

timovy hra¢

flexibilita

organizacné zrucnosti

orientdcia na klienta

zmysel pre detail

prezentacné
schopnosti/zru¢nosti

proaktivnost
odolnost na stres
nadsenie pre pracu

chut a vola u¢it sa a pracovat
na sebe

//))

Graf 1: Percentualny podiel inzeratov vyzadujucich prezentované schopnosti a zru¢nosti
komunika¢nymi agentirami u uchadzacov o pracu zverejnené na internetovom portali
profesia.sk.

Zdroj: vlastny vyskum, m4j 2015
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Niektoré z pozadovanych schopnosti
st v podstate motivacnymi premenny-
mi stvisiacimi s dynamickou castou
$truktary horizontdlneho ¢lenenia
osobnosti — proaktivnost, nadsenie pre
pracu, chut a vola na sebe pracovat,
atd. Vsetky uvedené charakteristiky
najdeme aj v diapazdéne $pecifickych
¢ft tvorivej osobnosti (pozri napr. Szo-
biova, 2004). Je vsak potrebné uviest,
ze 1.) napriek bohatej historii skiima-
nia tvorivych osobnosti zatial nepanu-
je konsenzualna zhoda, podla ktorej
je mozné jednoznacne vyclenit presné
$pecifické Crty tvorivej osobnosti a ti-
eto povazovat za prediktor tvorivych
schopnosti a nasledne tvorivého vyko-
nu. V nasom predchadzajicom vysku-
me (Szobiovd, Fichnova, 2003) bola
samostatnost na trefom mieste naj-
frekventovanejsie uvadzanych vlast-
nosti tvorivej osobnosti v meta-analy-
ze 23 $tudii. Zvedavost a vedychtivost
sa umiestnili na piatom mieste. Po-
dobne M. T. Sanz de Acedo Baqueda-
no a M. L. Sanz de Acedo Lizarraga
(2012). V sucasnosti sa dokonca pre-
zentuje tzv. paradoxicitou ¢ft tvorivej
osobnosti (vid. napr. $tadie autorov
McMullana, 1976; Csikszentmihalyia,
1996, 2.) Samotna pritomnost niekto-
rych vybranych ¢ft nemusi predikovat
tvorivi osobnost. Stpis poziadaviek
neobsahuje niektoré ¢rty — typické pre
tvorivé osobnosti, avak tieto su v soci-
alnej sfére (najma takej, kde treba pri-
merane komunikovat s klientom) me-
nej vitané konformnym okolim - napr.
nekonformizmus, rebelantstvo, neza-
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vislost (Szobiova, Fichnova, 2003).
Uvedené si vsak vyzaduje samostatna
$tadiu. No a po tretie, 3.) ako to preu-
kazal i vyskum D. Pavla (2011) (ktory
bol zamerany na manazérske pozicie),
oc¢akavané schopnosti a kompetencie
sa nie vzdy musia zhodovat s realitou.

Zaver

Ako uZ bolo zdoraznené, tvorivost
je kapitalom, meradlom konkurenci-
eschopnosti agenttry. Podla nasich
zisteni si uvedenu skutocnost zamest-
navatelia - komunika¢né agentury
uvedomuju a tvorivy potencidl agen-
tar sa snazia udrzat ndborom pra-
covnikov, ktori maju (1) ¢rty tvorivej
osobnosti a tvorivé schopnosti. Dal-
$ou sucastou kreativneho potencidlu
komunikacnej ¢i reklamnej agentury
st (2) vzorce tvorivého spravania -
postupy a metddy prace, ktoré suvisia
s organizaciou prace v agenture (vid.
napr. Fichnova, et. al. 2014), a tiez je
na ne potrebné upriamit pozornost
pri analyze a optimalizacii tvorivého
procesu. V tejto ¢asti vyznamnu ulo-
hu zohrava opat osobnost manazéra
a sposob, akym pracovnikov vedie;
vyskumy naznacuju (Zelina, 1992;
Dacey, Lennon, 2000; Fuchsova,
2005; Satkova, Wojciechowski, 2010;
Walotek-Scianiska, 2006), Ze existuje
vztah medzi stylom riadenia a preja-
venou tvorivostou pracovnikov. So
$tylom riadenia tzko suvisi i atmosfé-
ra a klima pracoviska. Sucastou kre-
ativneho potencidlu komunikacnej
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¢i reklamnej agentury je aj (3) redlne
vybavenie tvorivej prace, t.j. technic-
ké vybavenie, ktorym disponuje. Ak
su vsetky zlozky kreativneho potenci-
alu primerane zastipené, mozno oca-
kavat dobré vysledky tvorivej prace,
ktorymi st vysoko kreativne napady
a rieSenia uloh, ¢i iné druhy kreativ-
nych produktov. Zaroven su vsetky
uvedené sucasti kreativneho poten-
cialu stc¢astou ultimativnej podmien-
ky konkurenc¢nej schopnosti kazdej
agentiry. V meniacom sa prostredi,
ktorého hnacou silou su stale na-
ro¢nejsie poziadavky klientov (pro-
strednictvom ich vlastnej poziadavky
cielovych skupin zakaznikov) je krea-
tivita prostriedkom zvladnutia tychto
uloh. Nazdavame sa, Ze je nevyhnut-
né sa o tento kreativny potencial pri-
merane starat a cielene ho kultivovat
a rozvijat — aj podla zisteni A. Toffle-
ra a H. Toftlerovovej (2001) uspesné
firmy v priemere investuju viacej do
R&D, vycviku, vzdelavania a lud-
skych zdrojov. Najvacsimi aktivami
tychto firiem su znalosti a schopnosti
(najmaé tvorivé) ich zamestnancov.
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ETIKA V ZURNALISTIKE - TEORIA A PRAX
ETHICS IN JOURNALISM - THEORY AND PRACTICE

Sylwia Turzanska

Abstract

The author undertakes reflection concerning theoretical and practical aspects of jour-
nalism ethics. The question is posed whether creating a code of journalism ethics,
which would be appreciated by journalists, is necessary and possible. The paper out-
lines legal solutions valid in Poland and codes regulating issues related to journalism
ethics. Lack of common and coherent position among journalists and publishers as
regards the creation of one universal code of journalism ethics results in a compromise
solution in the form of an idea that standards of behaviour of journalists, editors and
publishers should be established and respected by themselves and not by state insti-
tutions. Failure to observe codes of journalism ethics or their lack signifies the fall of
ethos of this profession and negation of the objective of media functioning. What may
come to the rescue are the existing, unchangeable standards applicable to journalists,
i.e.: factual and personal components of journalistic objectivity and a proper feedback
between legal solutions and established codes of ethics.

Key words
media, ethics, journalistic objectivity, press law

Code of journalistic ethics - reality or ~ social communication nor a com-
fiction? plete ignorant who believes that he
may write or inform through media
‘It would be ideal (...) to create an about issues he knows nothing about’
ethical code applicable to all journa- (1996).
lists. Thinking about journalism in Is it at all possible to create a code
such a way that you only need to wri- of journalism ethics, whose princi-
te and have connections leads to the ples would be respected by journa-
degradation of this profession and lists? How to avoid manipulation and
is unethical, stated Luka Brajnovic confabulation, temptation traps, be-
(1996, p. 307), a lawyer, poet, journa- nefits, desire of fame and to unmask
list, pioneer of deontology in Spain. lies in journalistic profession? The an-
And he added, ‘A journalist is neither ~swer seems quite simple. A journalist
an encyclopaedia holding knowledge should write the truth and present the
about any possible topics covered in reality objectively described, reliably
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report facts and events, show argu-
ments of both sides. The statement is
so obvious that sounds banal. After all,
each journalist, firstly, knows about it
perfectly well, yet, secondly, does not
want or cannot follow these princi-
ples. Thirdly, which is most difficult,
it is known that the truth understood
as an absolute and reliable reflection
of reality is not accessible to human
cognitive capabilities. We are limited
in a cognitive process by a number of
subjective factors, therefore, absolute
and pure objectivity of cognition and
description is unattainable. However,
searching for the truth still remains
the only important demand, if not the
most important one (Z. Sarelo, 2002,

p- 93).
Truth... has more than one name

It is not possible to detect the abso-
lute truth, the only indisputable truth.
Yet, journalists should not cease their
attempts to achieve it. Otherwise,
journalism as a profession, and for
many - a vocation, would be doo-
med to failure from the start. Lastly,
the consequences of giving up the
demand for a search for the truth in
favour of manipulation, lies and the
choice of ‘comfortable’ truths would
be dire. Looking at this problem from
this perspective and putting the prin-
ciple of selecting ‘right’ truths on a
pedestal would lead to the damage to
social communication, social structu-
res and systems.
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The problem is that each side has
its own objective and right truth and
tries to prove its point. How to find a
balance and convince that it is worth
following ethical standards of behavi-
our? One should not delude or cheat
oneself that if not for a perspective of
court proceedings and the price to
be paid for a lost case, some journa-
lists, or perhaps most of them, would
quickly forget about journalistic relia-
bility and fundamental responsibility
for their words. The law protects not
only a journalist, giving him the fre-
edom of speech, but also protects a
hero of publication against calumny.
This is not an unlimited freedom. Yet,
it should be honestly admitted that
in practice it is very difficult to prove
that a journalist deliberately has bro-
ken the law, and as a rule, no court
judgement can repair the damage.
Rectification or indemnity is often
not commensurate to the damages
suffered (P. Kwiatkowski, 2003, p. 4).

Hence, prevention is of substantial
importance, which consists in ob-
serving ethical standards, fulfilling
the criteria of good journalistic craft
and undertaking self-reflection. Of
course, it may be said, as wrote Jer-
zy Jastrzebski (2003, p. 306), that ‘it
is no use talking about journalism
ethics at all, as the principles of de-
cent behaviour apply to everybody in
any circumstances. It seems, however,
that becoming aware of environmen-
tal behaviour standards and the asso-
ciated public expectations is sensible
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to all members of social communi-
cation: clear awareness of standards
simplifies not only the control and the
use of experience of the professional
circle but also making the accepted
ethical decisions.

Writing any text a golden measu-
re and right balance shall be struck.
It is to present both sides’” postulates
reliably, to outline the conflict bac-
kground objectively, and to recogni-
se the subsequent events by factual
presentation. Process of reaching the
truth shall be long-lasting and detai-
led. A journalist shall have to forget
about opinions possessed for a given
topic and not relay on own intuition
and judgments. Ancillary function
will be act by components of jour-
nalistic objectivity, both factual and
personal (Z. Sareto, 2002, p. 97). With
regard to substantive components
the issue refers to the content of the
broadcast which should be composed
of essential data on the fact which is
narrated. None of significant aspects
and keynotes of the matter shall not
be omitted and implied. Another po-
stulate enabling to maintain impar-
tiality and objectivity of the message
shall be the requirement to distingu-
ish between information and a co-
mment, it means to write a text in a
form where a reader will be able to
draw a line where provision of facts
is ended and their interpretation and
assessment occurs. By the old jour-
nalistic school it is preferable not to
combine the given information and
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not to pack it immediately with a co-
mment. The place, if the topic such
demands, shall be found for both of
them (S. Dziamski, 2005, p. 192). The
question relating to separation of in-
formation from the opinion brings
many practical issues. It results from
the fact that nobody was able to crea-
te a catalogue of journalistic genres
satisfying the practice and doctrine
of journalist doctrine, and the boun-
daries between them are not distict
(A. Mlynarska-Sobaczewska, 2003, p.
56). Reality, the requirements of the
market and the readers themselves
verify the way of information provisi-
on and strengthen new trends. From
the very first line it should be sharply,
extraordinarily, intriguing and with a
big bang. Sensationally and shocking
(K. Fichnova, 2013, p. 11). It would be
best when including a riposte or an
offensive ridicule. Because, only the
bad news is the good news (M. Szysz-
ka, 2014, p. 39).

The other aspect of journalistic ob-
jectivity can be determined as a per-
sonal one. It means that a journalist
has no right and may not act for the
benefit of a particular individual or a
group. A journalist cannot be on any
party’s side, or even support one of
the parties. He also must forget his
own beliefs and values, which will
impinge on the presented image of
reality.

Another component of the journali-
stic objectivity is reliability in presen-
ting differing positions including ar-
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guments (Z. Sarelo, p. 107). The task
to create the correct broadcast in an
ethical way, is an extremely challen-
ging one and of key importance. Re-
liable presentation of two sides’ rights
and arguments does not prejudice the
opportunity for a journalist to expre-
ss own outlook. On the one hand, he
has to understand correctly the argu-
ments contested by him and not to
lead to their distortion, but reliable
presentation, and on the other hand,
a journalist has to treat recipients as a
subject. He may not indicate them the
only right way up to him and induce
them to make a specific choice.

For many years efforts have been
being made to subject factually jour-
nalists to codes of journalism ethics.
Attempts for codification of the stan-
dards fail to find favour in commu-
nities of authors, editors, journalists
and lawyers themselves, and their
acceptance and observance seems to
be impossible.

At present, among several thousand
Polish journalists there are a number
of professional associations. The three
most important are: Stowarzyszenie
Dziennikarzy Rzeczypospolitej Pol-
skiej (the Polish Republic Journalists
Association of the Republic of Poland
(SDRP)), Stowarzyszenie Dzienni-
karzy Polskich (Polish Journalists As-
sociation (SDP)) and Katolickie Sto-
warzyszenie Dziennikarzy (Catholic
Journalists Association (KSD)). In
SDP the old Code of 1980 is applica-
ble. While, in 1992 SDRP published
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»Dziennikarski Kodeks Obyczajowy”
(‘Code of Moral Journalism’) (DKO),
which is binding members of this As-
sociation, only. By virtue of this Code
the journalists are inter alia required
to search and publish the truth, to se-
parate a comment from the informa-
tion, to rectify the false information,
to observe and secure professional
secrecy, when an informant requests
his/her anonymity. The Code pro-
hibits journalists to violate perso-
nal rights, use vulgar words, which
threaten in human being, dispraise
him to the public view, to blackmail
or prejudge the accused person’s gui-
It before the court’s verdict, not to
practice surreptitious advertising,
overt or hidden plagiarism or to carry
out an official order infringing ethical
standards. Moreover, the procedu-
re for journalists and publishers are
also established in the ‘Media Ethics
Charter, which was accepted in 1995
by all journalists associations and by
the majority of broadcasters orga-
nisations. The Charter covers seven
principles. They are as follows: the
principle of truth, the principle of ob-
jectivity, the principle of separation
of information from a comment, the
principle of integrity, the principle of
respect and tolerance, the principle of
recipient benefit priority as well as the
principle of freedom and responsibi-
lity for broadcast form and content.
Generally, the Polish State law with
regard to media activity comprises
two acts: Press Law of 1984 (including
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the subsequent amendments), Radio
and TV Act of 1992 (including the
amendments) and implementing re-
gulations issued on their basis. What
does observance of the Press Law
commit a journalist to? A journalist,
inter alia, shall present described phe-
nomena truly, act in compliance with
professional ethics and principles of
social coexistence, moreover while he
collects and use press materials he is
also obliged to exercise due diligen-
ce and reliability. A journalist shall
protect personal goods of informants
and other persons, who turn to him
confidence. At the same time, Radio
and TV Act prohibits broadcasters to
promote the actions contrary to the
law, Polish national interest as well as
attitudes and views which are contra-
ry to moral value and social interest.
The liability for infringement of
journalistic ethics bears both an
author of a publication and an edi-
tor or a publisher. Penalties, from an
admonition even to possible dismi-
ssal from the Association of Polish
Journalists, are administered courts
for journalists. The penalties provi-
ded under the legal regulations are
more severe, what is associated with
the fundamental difference between
the law and ethics. The regulations of
law provide sanctions such as a fine
or deprivation of liberty. Paradoxica-
lly, the ‘Code of Journalism Ethics’ as
well as the ‘Code of Moral Journalism’
provide for the possibility for refusing
to carry out an official order contrary
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to professional ethics or the law. Ho-
wever, the Polish Press Law directly
indicates that a journalist under the
employment relationship is obliged to
carry out the overall editorial policy
set forth in statutes or regulations of
such editors where a journalist is em-
ployed, what de facto means absence
of journalistic independence.

However, research show that codes
of journalism ethics play the lesser
role. Even though, the idea of media
ethical self-regulation is considered
the only way to prevent any abuse of
freedom of the press.

Unfortunately, the lie has rather
long and dishonourable tradition
in the Polish media and seems to be
more tolerated by Polish editors and
publishers than by foreign publishers.
The British tabloid ‘Daily Mirror’
published photos presenting alleged
ill-treatment committed by British
solders towards soldiers in Iraq. (A.
Szostkiewicz, 2005, p. 102). When
readers proved that the editors had
been passed the photo montage, the
readers were apologized, and Piers
Morgan, an editor-in-chief was no
longer the editor-in-chef.

In May, 2009 Shane Fitzgerald, an
Irish sociology student carried out an
experiment, which was intended to
show how modern media will con-
sider unverified information. A few
hours after the death of Marice Jarre,
a French composer he added to his
Website on Wikipedia a false quotati-
on of his statement. The quotation, al-
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most immediately, appeared on blogs
and in the Internet media in USA,
Great Britain, Australia or India,
though Shane Firzgerald deliberately
failed to provide the source. Pursuant
to the applicable regulations the Wi-
kipedia administrator twice removed
the entry. After a month the origina-
tor of this experiment notified media
on the falsification. Only “The Guar-
dian; an English paper apologised for
the mistake, while other media failed
to response or removed the entries.
(S. Pogatchinik, 2009).

Summing up

The questionnaires filled in by 500
journalists upon request of the Insti-
tute of Media Monitoring (2010, p.
7) indicate that for over half (59 per
cent) of them journalism is not only
a profession, but also, which is most
important, a vocation and passion. As
many as 76 per cent of the survey par-
ticipants are satisfied with their pro-
fession. At the same time 73 per cent
of the respondents pointed out to ne-
gative changes which had occurred
in the journalistic profession, and al-
most all of them (92 per cent) decla-
red that they had experienced diffe-
rent sorts of pressure and attempts to
manipulate. The journalists claim that
in their work they should be driven
by their own conscience (59 per cent)
and the principles of ethical codes
of journalistic associations (24 per
cent). However, these are only empty
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declarations as when asked what Po-
lish journalists are driven by in their
work, most of the respondents men-
tioned... instructions of their bosses
(64 per cent) and the principles resul-
ting from the newsroom regulations
(17 per cent).

In the long term, the consequences
of breaking the guidelines of ethics
and journalistic reliability may be di-
sastrous, both from a human and so-
cial perspective. They signify not only
the fall of ethos of journalistic profe-
ssion, deliberate and conscious ma-
nipulation of the general public and
imposition of a particular mindset
and values, but also, on a deeper level,
they may lead to still greater moral
relativism, regular violation of ethical
principles, shaking up social relations
and further community breakdowns,
whereas on an extreme level, to dis-
tortion or limitation of the individua-
I's rights to the freedom of conscience
and speech (M. Szyszka, 2013, p. 91).

Ryszard Bankowicz (2012), Chair-
man of the Council of Media Ethics
in Poland, claims that the mission of
the Council of Media Ethics is not to
instruct a journalist what he is allo-
wed or not allowed to write about.
He recalls the case of Colonel Mikofaj
Przybyt, who shot himself during a
break in a press conference devoted to
the Smolensk catastrophe. As indica-
ted by R. Bankowicz, Fakt published
photos which could not be regarded
as an evidence of dazzling with cruel-
ty. It was different with Super Express,



Dot.comm. Vol. 3. 2015, No. 1, ISSN 1339-5181

which showed the Colonel’s face and
head in a pond of blood. Our reaction
was the issue of a statement in which
we considered the activities of Super
Express to be a breach of ethical stan-
dards. I am aware of the fact that ta-
bloids focus on sensation, but in this
case, one of them managed to avoid
luridness, whereas the other one did
not. We do not forbid journalists to
tackle different issues, but we point
out to specific cases, when a journalist
tackling any problem tends to breach
the principles of ethics (more infor-
mation on the use of drastic images
in contemporary media: W. Wojcie-
chowski, 2009, pp. 224 - 231).

Adam Szostkiewicz is undoubted-
ly right (2005, p. 104) when he wri-
tes, “There is no lack of people who
have lost their trust in media. They
see them as the legendary Golem
trampling a lush garden of earthly re-
alities rather than an archangel guar-
ding the truth and the common weal.
Therefore, the golden rule is the first
commandment of this profession, the
most important moral legitimacy of
serious journalism. It is true that in
media Golem is wrestling with the ar-
changel, like it is probably the case in
any other important public instituti-
on. Golem will win if the golden rule
of reliability is broken
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SZABO, P, DEPTOVA, T.: Propagatné
prostriedky v marketingovej komunikacii
— Text Nitra: Filozoficka Fakulta, Univer-
zita Konstatntina Filozofa v Nitre, 2015.
ISBN 978-80-558-0894-9

Predlozena vysokoskolskd ucebnica
Propagacné prostriedky v marke-
tingovej komunikdcii - Text reflek-
tuje $pecificku oblast marketingovej
komunikacie - problematiku prin-
tovych komunikatov s akcentom na
sti¢asnu preferovanu oblast digitalnej
komunikacie. Aktudlnost tematické-
ho zamerania vysokoskolskej uceb-
nice podporuje aj narodna Stratégia
vyskumu a inovacii pre inteligentna

57

$pecializaciu (RIS3 - 2014/2020), v
ktorej prave kreativny priemysel (jeho
sicastou su aj pracovné pozicie copy-
writerov v najsirSom vyzname) patri
k dnesnym vysoko perspektivhym
oblastiam. Na odbornom poli vyso-
koskolskych ucebnic dlhodobo ab-
sentuje podobna publikacia, ktora by
sa venovala $pecifikdm textu s dora-
zom na jeho persuazivnu uGcinnost
v marketingovej komunikacii (od
vydania publikdcie Kfizek, Zdenék —
Crha, Ivan: Jak psat reklamni text).

Publikacia je tematicky koncipovana
logicky, postupuje od vSeobecného
uchopenia a terminologického vy-
medzenia tlacenych a tlacovych pro-
pagacnych prostriedkov k $pecifickej
aplikovanej Casti zameranej na digi-
talny text. Ocenit treba snahu autorov
(napriek tzkemu odbornému zame-
raniu) reflektovat aj iné kontexty ko-
munikacie - obraz, grafické aspekty
komunikétov a iné, ¢im autori vyu-
zivaju interdisciplinarne teoretické
vychodiska lingvistiky, grafického di-
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zajnu a vizualnych $tadii pre potreby
marketingovej komunikacie.

Za najinspirativnej$iu cast povazu-
jem druhu ¢ast publikacie, ktord po-
skytuje pohlad na niektoré vybrané
aspekty jedného z nastrojov digital-
neho marketingu - systém Google
AdWords, ktory vyznamne rozsiril
moznosti vytvarania reklamnych tex-
tov v ramci prehliadaca Google. Uva-
dzané priklady ilustruji konkrétne
odporucania odbornikov z praxe, ¢im
publikacia nadobuda silny aplikacny
rozmer. Autori ponukaji prehlad v
zékladnych aspektoch tvorby reklam-
nych textov na internete, ale aj v niek-
torych moznostiach vyskumu tohto
fenoménu.

Publikdcia ma charakter vysokoskol-
skej ucebnice, je ur¢end najma Stu-
dentom marketingovej, ale i masme-
dialnej komunikacie na oboznamenie
sa s tymito komunika¢nymi nastroj-
mi, avSak svoje uplatnenie najde aj
u odbornikov pracujucich v oblasti
marketingu na prehlbenie svojich do-
terajsich vedomosti a lepsie porozu-
menie principov ich fungovania, ako
aj Sirsej odbornej verejnosti.
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